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Abstract!!This!thesis!is!about!social!media!from!a!business!perspective.!The!purpose!is!to!explore!what!factors!influence!adoption!of!social!media!marketing!among!owner/managers!in!small!and!medium!sized!businesses.!The!theme!of!thesis!is!based!on!the!observation!that!there!are!many!businesses!that!do!not!use!it,!despite!that!prototypical!social!media!site,!such!as!Facebook,!has!enabled!businesses!of!all!sizes!and!budgets!to!participate.!!!A!research!model!was!developed,!inspired!by!practical!knowledge,!research!about!social!media!and!a!literature!review!of!technology!adoption!factors.!We!suggested!five!factors!that!could!influence!social!media!marketing!adoption!with!Facebook.!Four!of!these!factors!were!aggregated!constructs!that!were!synthesized!based!on!the!findings!from!the!literature!review.!These!were!labeled!perceived!competitive!pressure,!perceived!costs,!perceived!competency!and!perceived!compatibility.!Researcher!suggested!the!fifth!independent!variable,!leadership!priority.!!Five!hypotheses!were!empirically!tested!using!quantitative!research!method.!Data!was!collected!by!using!an!online!eVmail!distributed!survey!that!targeted!and!collected!data!from!a!total!of!115!owner/managers!associated!with!Norwegian!health!clubs.!!!The!data!were!analyzed!using!factor!analysis!and!linear!regression!in!SPSS.!The!results!from!the!factor!analysis!suggested!six!factors!that!were!labeled!Facebook!Marketing!Adoption,!Organization!Culture,!Cost!of!Usage,!Cost!of!Adoption,!Compatibility!with!Company!and!Compatibility!with!Individual.!The!results!from!the!regression!analysis!showed!that!Organization!Culture!and!Compatibility!with!Company!had!a!significant!influence!on!Facebook!Marketing!Adoption.!!!These!findings!are!limited!to!the!health!club!industry.!The!implications!of!the!thesis!suggest!that!owner/managers!of!Norwegian!health!clubs!should!adopt!social!media!sites!such!as!Facebook!for!both!communication!and!marketing!purposes.!! !
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Preface!One!of!my!biggest!dreams!in!life!is!to!build!and!run!a!successful!business.!I!have!experimented!with!small!business!projects!all!my!life!and!I!chose!to!study!business!to!prepare!for!this.!!After!being!fortunate!enough!to!attend!a!master’s!degree!level!entrepreneurshipVprogram!at!UC!Berkley!that!included!an!internship!at!a!Silicon!Valley!startVup,!I!returned!more!eager!than!ever!to!get!started!on!my!own!business.!!!In!the!final!semester!of!my!master’s!degree,!I!decided!to!register!and!start!my!very!own!business.!Together!with!my!business!partner,!a!friend!that!I!met!at!university,!we!created,!launched!and!sold!out!our!very!first!product.!!We!had!created!something!from!scratch!and!were!able!to!pay!our!bills,!without!having!a!second!job.!In!my!perspective!the!business!project!was!a!great!success.!Unfortunately,!the!business!required!all!of!my!attention!and!my!academic!education!suffered.!!!After!a!1,5!year!break!from!school,!I!decided!to!return!and!finish!my!master’s!degree.!I!knew!that!writing!this!thesis!would!require!my!full!attention;!therefore!I!put!the!business!on!hold.!However,!I!chose!a!topic!that!could!directly!benefit!our!business!endeavour.!I!decided!to!focus!on!social!media!marketing!with!Facebook,!a!strategy!that!we!had!successfully!applied!to!gain!momentum!for!our!business.!!!Early!I!experienced!the!theoretical!principles!I!researched!could!be!put!into!practical!use.!What!I!have!learned!from!this!process!has!already!affected!our!business!plan!and!how!we!will!approach!potential!customers.!!! !
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Introduction!!
This(chapter(will(provide(an(introduction(of(the(phenomenon(that(is(explored(in(the(thesis.(
An(observation(about(social(media(as(a(business(strategy(is(presented(to(justify(the(choice(
of(topic,(before(stating(the(research(question(and(a(quick(overview(of(the(study.(!!A!staggering!73%!of!all!online!adults!are!now!using!a!social!media!site.!With!massive!growth!and!close!to!one!billion!users,!Facebook!have!created!a!new!communication!channel!that!is!to!be!reckoned!with.!!In!less!than!ten!years,!Facebook!has!become!one!of!the!biggest!individual!communication!channels!in!Norway,!with!a!70%!reach!is!it!now!as!big!as!NRK1,!and!bigger!than!TV2!and!VG.!(Callaghan,!2013;!Aaron!Smith,!2014)!(Hauger,!2014;!Johnston,!2010)!!Understanding!social!media!and!its!implications!are!increasingly!important;!social!media!platforms!such!as!Facebook!have!in!relative!short!period!changed!the!way!people!communicate!online,!and!how!businesses!are!able!to!communicate.!It!has!created!a!marketing!opportunities!that!never!existed!before.!For!marketer’s!this!represents!a!new,!fast!growing,!increasingly!important!and!mostly!unexplored!marketing!channel.!Still!at!an!early!stage,!marketers!are!beginning!to!understand!how!to!use!social!media!and!include!in!their!marketing!strategy.!(Akar!&!Topçu,!2011;!David!G!Taylor,!2011)!!!Facebook!have!created!a!free!service!for!their!users!by!building!an!advertisementVbased!business!model.!Marketing!tools!have!been!created!that!gives!businesses!a!communication!channel!to!promote!themselves!to!their!users.!Social!media!sites!have!opened!up!and!allowed!business!of!all!sizes,!in!any!industry!to!communicate!and!interact!with!potential!customers!more!easily!(Grandon!&!Pearson,!2004;!Martin,!2010;!Zarrella!&!Zarrella,!2011).!!Martin!summarizes!the!opportunity!well:!“Never(before(has(it(been(possible(for(small(and(
midXsized(companies(without(lavish(budgets(to(utilize(the(same(marketing(tools(as(major(
corporations.(Social(media(is(equally(accessible(to(“mom(and(pop”(companies,(oneXperson(
firms,(and(huge(organizations.”!!(Martin,!2010)!!
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However,!it!is!observed!that!even!though!every!business!has!been!enabled!to!communicate!through!the!same!accessible!platform,!not!everybody!does.!Many!executives!still!don´t!include!it!in!their!marketing!strategy.!(Kietzmann,!Hermkens,!McCarthy,!&!Silvestre,!2011)!(Wilson,!Guinan,!Parise,!&!Weinberg,!2011)!!Therefore,!studying!the!subject!of!social!media!and!the!adoption!of!social!media!marketing!as!a!business!strategy!would!be!exciting.!Especially!since!that!there!have!been!done!several!studies!about!social!media!from!the!users!perspective,!but!few!studies!about!eVmarketing!from!a!small!business!perspective!and!that!investigate!the!adoption!among!small!businesses!(ElVGohary,!2012).!!!
Research!question!The!main!purpose!of!the!thesis!is!to!explore!factors!that!determine!the!adoption!of!social!media!as!part!of!a!marketing!strategy!in!small/medium!sized!businesses.!More!specific;!!“What!factors!influences!adoption!of!social!media!marketing!with!Facebook!among!Norwegian!health!clubs?”!!
Clarification!!There!are!an!“ecology”!of!social!media!sites!with!different!functionality!and!terms!of!opportunity.(Kietzmann!et!al.,!2011)!According!to!Andreas!Kaplan,!there!seems!to!be!confusion!among!managers!and!academic!researchers!as!to!what!include!in!the!term!social!media,!(Kaplan!&!Haenlein,!2010)!and!by!examine!Wikipedia’s!list!of!major!social!networking!sites,!you!will!realize!the!magnitude!of!the!phenomenon.!203!sites!are!listed.!Everything!from!wikis,!forums,!blogs,!sharing,!video,!music,!dating,!networking!and!review!sites!for!any!gender,!age!demographic,!product!or!industry!that!could!be!considered!as!a!social!media!platforms.!(Wikipedia,!2014)!!!Even!if!it!could!be!interesting!to!get!a!short!description!of!the!current!most!important!and!influential!social!media!platforms,!this!research!will!only!be!focusing!on!one!social!media!platform.!Consequently!will!this!research!be!limited!only!to!include!Facebook.!This!restraint!is!two!folded:!!
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!First:!Amount!of!users,!according!to!a!recent!report!about!Social!Media:!“(Despite(recent(
growth(by(services(such(as(Pinterest(and(Instagram,(Facebook(remains(the(dominant(social(
networking(platform...and(is(popular(across(a(diverse(mix(of(demographics(groups”((Aaron!Smith,!2014)!That!means!Facebook!is!still!the!leading!platform!when!it!comes!to!users.!!!Second:!Marketing!infrastructure,!“We(got(two(major(highways(online,(that(is(Google(and(
Facebook,(not(search(and(social(media.”!(Jerijervi,!2014)Facebook!offers!advanced!marketing!tools!that!are!fast!and!simple!to!use,!even!for!managers!with!lack!of!technical!skills.!Making!it!a!viable!tool!for!local!and!B2C!businesses,(Siemasko,!2014)!which!is!in!focus!of!this!study.!!!
Overview!of!study!The!research!question!is!addressed!through!an!investigation!of!research!done!about!virtual!communities,!social!networking!sites,!online!forums,!etc.!first!to!lay!the!foundation!about!social!media.!Then!we!map!out!the!marketing!and!communication!opportunities!of!social!media,!and!link!it!to!Facebook’s!marketing!tools.!!There!is!also!given!a!presentation!of!research!that!look!into!the!attitudes!and!challenges!of!marketing!with!and!in!the!medium.!!!!It!is!conducted!a!literature!review!of!technology!adoption!and!acceptance!factors!that!is!summarized!and!presented!before!revealing!the!research!model.!The!research!model!is!then!tested!empirically.!A!quantitative!research!method!is!explained,!before!showing,!explaining!and!discussing!the!results.!The!conclusion!is!given!together!with!a!conceptual!framework!before!we!present!the!limitations!and!implications!of!the!thesis.!! !
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Social!Media!–!Facebook!as!a!marketing!tool!
This(chapter(will(provide(an(introduction(of(social(media,(an(explanation(of(social(media(
marketing(and(how(it(relates(to(Facebook´s(business(applications(and(marketing(tools.(It(
also(includes(an(overview(of(three(important(challenges(of(social(media(marketing.(!
Social!Media!According!to!Kozinets,!“Electronic!tribes”!was!already!being!recognized!in!the!1970s,!and!by!late!90s!marketers!and!business!strategists!could!see!substantial!importance!of!the!strategic!implications.!(Kozinets,!1999)!Different!terms!have!been!used!to!describe!the!genera!of!social!media.!Porter!argues!that!there!is!no!single,!widely!supported!typology,!(Porter,!2004)!Andreas!Kaplan!makes!us!aware!of!the!confusion!around!the!term,!in!both!academia!and!among!managers.!Overall!it!seems!that!social!media!is!defined!as!media!for!social!interaction,!using!highly!accessible!and!scalable!communication!techniques.!(Bhanot,!2012;!Cohen,!2011)!!!Oxford!Dictionary!defines!social!media!as!websites!and!applications!that!enables!users!to!create!and!share!content!or!to!participate!in!social!networking.!(Dictionaries,!2014)!Mangold,!emphases!the!understanding!of!that!it!is!“userVgenerated!communication”!aspect.!(Mangold!&!Faulds,!2009)!Kietzmann!mentions!the!importance!of!mobile!and!webVbased!technology!that!lays!the!foundation!for!individuals!and!communities!to!share!and!create!content!rapidly.!Before!he!describes!the!seven!building!blocks!of!social!media.(Kietzmann!et!al.,!2011)!!
Building!blocks!–!“The!Honeycomb!of!social!media”!Kietzmann,!(Kietzmann!et!al.,!2011)!provide!a!framework!that!he!calls!it!the!“honeycomb!of!social!media.”!He!considers!it!to!be!seven!functional!building!blocks!that!capture!the!essence!of!social!media.!They!are(identity,(conversations,(sharing,(presence,(
relationship,(reputation(and(groups.!!
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!
Figure.1.The.honeycomb.of.social.media.(Kietzmann.et.al.,.2011).!
• Identity(represents!the!function!that!makes!users!expose!personal!information!about!them.!This!could!be!practical!information!like!name,!demographic!profession!and!location,!but!also!unconscious!subjective!information!as!what!they!are!thinking,!feeling,!like!and!doesn´t!like.!!
• Conversation(is!the!function!that!explains!that!users!communicate!with!each!other!within!the!social!media!site.!!
• Sharing(explains!that!users!sends,!receives!and!are!connected!with!each!other!through!content.!!
• Presence!is!the!functional!building!block!of!the!framework!that!lets!users!knows!if!other!users!are!available!and!where!they!are.!This!is!important!for!the!intimacy!and!immediacy!of!the!media.!!
• Relationship!represents!the!way!it!is!possible!for!users!to!relate!with!one!another.!!It!is!the!association!that!could!start!a!conversation,!share!content!or!just!list!each!other!as!friends.!
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• Reputation(is!the!function!that!makes!it!possible!to!determine!the!social!status!of!themselves!and!others.!Different!sites!have!different!measurement!and!tools!to!do!this.!Examples!are:!Micro!blogging!site,!Twitter,!shows!a!users!amount!of!followers.!(Bulearca!&!Bulearca,!2010)!Facebook!count!“likes”,(Facebook,!2012e)!and!YouTube!shows!“view!counts”!(Bhanot,!2012).!
• Groups!are!the!last!building!block!of!the!honeycomb!framework.!!This!function!lets!users!interact!and!establish!subVcommunities!within!the!particular!site.!Groups!are!created!for!more!private!communication!among!certain!members,!and!exclude!others!for!various!reasons.!
Facebook!–!A!prototypical!social!media!site!Facebook!is!a!social!media!site!that!was!founded!in!2004!by!Mark!Zuckerberg,!Eduardo!Saverin,!Dustin!Moskovitz!and!Chris!Hughes.!It!is!designed!to!help!people!stay!in!touch!with!each!other,!produce!and!consume!content!and!connect!with!things!they!like.!(Facebook,!2012b)!!Facebook!is!the!most!popular!social!network,!one!of!the!most!visited!in!the!world,!(Funk,!2011)!and!considered!to!be!a!prototypical!social!medium.!(Chunsik,!Jarvinen,!&!Sutherland,!2011)!It!is!considered!a!potential!marketing!tool!because!of!all!of!its!active!users.!According!to!Facebook!own!statistics!on!any!given!day,!50%!of!Facebook!845!million!users!check!their!Facebook!accounts(Facebook,!2012b;!Skellie,!2011).!!Remarkable!71%!of!online!adults!in!the!US!have!profile!and!uses!Facebook.!!By!demographic,!it!also!got!45%!of!Internet!users!that!are!at!the!age!65!or!older.!(Aaron!Smith,!2014)!!Note:!There!will!be!more!evidence!of!Facebook’s!marketing!opportunities!in!the!following!section.!! !
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Social!Media!Marketing!!
(“Social(media(offers(tantalizing(new(possibilities(for(getting(customers(attention(in(ways(
that(are(strikingly(different(from(search(and(display(ads,(the(two(dominant(forms(of(online(
advertising.”(Hof,(2011)(
(Electronic!marketing!varies!according!to!each!researcher´s!point!of!view,!background!and!specialization.!(ElVGohary,!2012)!The!perspective!of!the!term!“social!media!marketing”!in!this!research!is!seen!as!a!unifying!term!for!Relationship!marketing!and!electronic!Word!of!Mouth!(eWOM),!and!extension!on!the!terms!“Internet!marketing,!eVmarketing!and!eVcommerce,”!which!has!been!difficult!to!label,!used!interchangeably!and!synonymously!in!academia.!(Daniel!&!Wilson,!2002;!Gilmore,!Gallagher,!&!Henry,!2007)!
(Social!Media!Marketing!(SMM)!can!simply!be!explained!as!using!social!media!platforms!to!promote!your!company!and!its!products.!(Akar!&!Topçu,!2011;!Barefoot!&!Szabo,!2009),!and!where!marketers!can!use!channels!to!gain!exposure!to!entirely!new!audiences,!increase!brand!recognition!and!get!new!customers!in!target!market.!(Pannunzio,!2008)!!“We(don´t(spend(money(on(social(media(because(it(is(fun,(but(because(it(works.”!–Mats!Lyngstad,!Digital!marketer.!(Jerijervi,!2014)!!Social!media!is!a!marketing!tool,!just!like!public!relations,!events,!radio!ads,!and!direct!mail!are!marketing!tools.!(Martin,!2010)!However,!there!are!no!parallel!form!or!delivery!method!of!marketing!in!the!offline!world.!(David!G!Taylor,!2011)!It!is!different!from!traditional!media,!in!which!they!are!relatively!inexpensive!and!accessible!for!everyone,!individuals!and!businesses!to!publish!or!access!information.!(Bhanot,!2012)!!So!as!with!the!understanding!of!social!media!platforms,!one!needs!to!understand!the!dynamic!and!method!of!marketing!in!social!media!needs!to!be!different!from!an!advertisement!in!traditional!media!to!work.!(Cohen,!2011)!!!
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SMM!–!as!an!extension!of!Internet!marketing,!EKmarketing,!EKcommerce!Different!terms!are!used!to!explain!the!use!of!marketing!communication!through!electronic!data!and!the!diverse!application!of!Internet.!Broad!terms!like!“Internet!marketing,!eVmarketing,!eVcommerce!and!eVbusiness”!have!been!used!to!classify!it,!and!researchers!have!seemed!to!agree!that!definition!is!affected!by!researcher.(ElVGohary,!2012)!!!Since!the!introduction!of!social!media!sites!the!growth!has!been!rapid!and!dramatic,!changing!the!purpose!and!functionality!of!the!Internet.!(Vogt,!2008)!The!opportunity!to!reach!consumers!directly!and!in!personal!and!social!environment!has!made!marketers!eager!to!advertise!in!the!new!medium.!(Boyd,!2007)!!!The!Internet!was!early!recognized!as!the!most!significant!direct!marketing!channel!for!the!global!marketplace.!Commercial!content!could!be!delivered!by!for!video,!print!and!audio!(Ducoffe,!1996).!It!becomes!a!popular!advertising!platform!because!marketers!found!that!the!Internet!possess!greater!flexibility!and!control!over!the!advertising!materials,!interaction!and!costs.!(Chan!&!Li,!2010;!Faber,!Lee,!&!Nan,!2004)!Online!marketers!can!deliver!content!via!any!channels,!in!any!form,!and!provide!information!at!any!degree.!(Ann,!Sharon,!&!Alaina,!1999)!
Facebook!Ads!–!Facebook´s!paid!communication!and!advertising!tool!
“Facebook(is(the(elephant(in(the(social(media(marketing(living(room.(The(site(is(enormous(
and(daunting,(and(everybody(is(still(figuring(out(the(best(ways(to(market(within(it.(“p172!(Barefoot!&!Szabo,!2009)!!Facebook!main!revenue!stream!is!through!advertising!by!getting!businesses!to!spend!money!to!reach!users!inside!Facebook.(Hof,!2011)!This!is!done!through!their!advertising!tool,!called!Facebook!Ads.!Facebook!Ads!are!Facebook’s!paid!communication!tool!for!businesses!that!use!the!site.!Ads!are!messages!written!and!published!by!businesses!themselves,!and!are!recognized!by!stating!the!company!name,!messages,!visual!assets!(photo,!video!etc.),!which!people!are!engaged!and!comments.!(Center,!2014f;!Facebook,!2014a)It!is!an!extension!of!the!free!communication!alternatives,!but!it!is!not!limited!to!
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those!who!have!established!a!Facebook!Page,!but!exposure!will!be!restricted.!(Marrs,!2014)!!!The!difference!between!Facebook´s!free!and!paid!alternative!is!through!the!potential!reach!of!users.!While!Facebook!Page!posts!are!limited!to!organic!reach!and!quality!of!content,(Facebook,!2011)!are!Facebook!Ads!more!similar!to!the!more!established!online!advertisement,!display!ads.!The!ad!cost!varies!depending!on!several!factors;!competition!and!content!quality!are!main!determinants,!but!in!the!end!price!is!set!in!an!auction!for!target!market.!Businesses!can!pay!to!reach!a!larger!audience!than!with!people!that!have!liked!their!page,!and!despite!content!quality.!(Facebook,!2014a;!Marrs,!2014)!!Businesses!have!multiple!ways!of!using!Facebook!Ads.!There!are!page!post!video!ad,!page!post!text!ad,!page!post!photo!ad,!page!like!ad,!offer!ad,!mobile!app!ad,!event!ad,!domain!ad,!and!desktop!app!ad.!(Center,!2014a,!2014b,!2014c,!2014d;!Facebook,!2014b,!2014c,!2014d,!2014e,!2014f;!Huber,!Mulazzani,!Kitzler,!Goluch,!&!Weippl)!!The!two!main!categories!are!“Sponsored!Stories”!and!“Placements”.!Sponsored!stories!are!about!communication!among!users!that!evolves!around!a!business,!and!promoting!those!stories!so!that!more!people!can!see!it.!Placements!are!about!ads!and!sponsored!stories!that!appear!in!different!places!on!Facebook.!These!places!could!be!the!main!Facebook!News!Feed,!mobile!News!Feed!or!the!right!ad!column!inside!Facebook.!(Facebook,!2014a)!!!Note:!Facebook!now!also!offers!“Premium!ads”,!but!these!are!not!available!for!selfVservice.!Currently,!businesses!need!to!speak!with!a!Facebook!representative!to!order!these!types!of!Placements.!(Center,!2014e)!
SMM!K!a!relationship!marketing!tool!The!technical!infrastructure!and!interactivity!possibility!of!social!media!platforms,!combined!with!a!business!service!mindVset!makes!it!a!tool!to!build!customer!bonding.!(Szmigin,!Canning,!&!Reppel,!2005)(!Relationship!marketing!comes!to!full!bloom!when!talking!about!social!media.!The!communication!style!is!forced!from!informational!to!relational!(Virtual!Communities).!
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(Kozinets,!1999)The!essence!of!social!media!involves!relationship,!and!some!marketer’s!can´t!see!a!more!practical!method!of!doing!relationship!marketing!than!with!social!media!platforms:!!!
“Social(media(is(today´s(most(transparent,(engaging(and(interactive(form(of(public(
relations.(It(combines(the(true(grit(of(real(time(content(with(the(beauty(of(authentic(perXtoX
peer(communication.(“(Lisa(Buyer.((Cohen,(2011)(
(Central!feature!of!relationship!marketing!is!communication!with!customers.!Involving!consumers!in!marketing!dialogues!is!an!attempt!to!achieve!brand!connection!and!loyalty.!(Andersen,!2005)!The!interactivity!enables!to!translate!good!marketing!into!good!conversations,!by!establishing!a!more!“human!face”!to!the!marketplace!without!losing!the!scale!of!economics!of!mass!marketing.!(Chan!&!Li,!2010)!!!Researchers!recognized!four!ways!companies!organized!online!community!to!not!only!serve!their!own!purpose,!but!also!build!relationships.!!
!!
• A!Help(group(that!is!a!nonVprofit!and!content!focused.!!
• A!Value(exchange!community!that!is!customer!focused!evolving!around!dialogue!to!make!a!profit.!!!
• The!Fan(club(that!the!main!purpose!is!for!to!provide!information!and!not!profit.!!
Figure.2.Four.possibilities.of.organizing.an.online.community.by.
Szmigin.(2005).
! 18!
• The!Defence(organization(that!is!vendor!focused,!with!available!information,!but!little!opportunity!to!interact.!(Szmigin!et!al.,!2005)!The!marketing!approach!will!change!when!building!social!connections.!Connections!based!on!relationships,!rapport!and!trust!between!the!organization!and!consumers,!can!cause!improved!attitude!towards!company!brand.!(GilVOr,!2010)!
Facebook!Pages!–!A!free!“Relationship!marketing!tool”!for!companies!“Facebook(has(put(significant(effort(into(creating(a(platform(that(individuals,(businesses(
and(organizations(can(use(to(promote(themselves.(These(are(Facebook(Pages.”!(Skellie,!2011)!!Having!followers!and!building!a!relationship!with!them!is!of!major!importance,!because!businesses!need!them!more!than!the!opposite!way!around.!(Qualman,!2011)!Facebook!Pages!is!the!tool!that!allows!businesses,!organizations,!artists,!celebrities!or!brands!to!build!connections,!share!content,!and!enables!direct!communication!with!interested!users.!(Facebook,!2012c)!!Facebook!Pages!was!introduced!in!2008,!and!was!built!to!allow!official!representatives!of!businesses!to!communicate!broadly!with!users!that!like!them.!The!connection!is!made!when!Facebook!users!“Like”!a!business!Facebook!Page.!(Facebook,!2012a)!Businesses!can!use!this!as!a!tool!to!connect!with!people!that!use!Facebook,!by!building!customized!Pages!that!could!include!apps,!event!hosting!and!posting!different!types!of!content.!!!Facebook!Pages!have!functions!that!are!preVdesigned!and!installed!making!businesses!able!to!interact!with!an!unlimited!amount!of!fans!that!like!the!Page.!A!Page!will!appear!for!all!users!if!they!search!for!it!inside!of!Facebook!or!try!to!find!it!in!Facebook!Page!Directory.!Pages!will!also!appear!in!an!information!tab!on!the!users!profile!for!users!that!likes!a!particular!Page.!!With!Facebook!Pages!a!business!can!express!their!identity,!reach!a!broad!audience,!and!the!ability!to!respond!quickly!and!personal!to!users.!(Facebook,!2012c)!
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“Pages!slowly!acquired!all!of!the!same!features!as!personal!profiles,!and!they!are!the!natural!place!to!focus!your!corporate!Facebook!efforts.!“!(Barefoot!&!Szabo,!2009)!!Even!though!they!look!similar,!there!are!a!difference!between!Facebook!Pages!and!Profile!Timelines.!Profiles!are!made!and!controlled!by!private!individuals!and!are!recognized!by!the!Facebook!users!personal!name.!Pages!are!made!for!and!recognized!as!organizations,!businesses,!brands!or!celebrities!to!have!a!professional!presence!on!Facebook.!(Facebook,!2012a)!
SMM!K!electronic!Word!of!Mouth!marketing!tool!(eWOM)!Word!of!Mouth!is!the!ageless!phenomenon!of!transferring!information!from!one!individual!to!the!next.!Marketing!messages!delivered!in!this!way!is!considered!more!credible,!because!it!comes!from!a!friend!or!trusted!advisor!that!receives!no!financial!benefits!for!passing!the!information.!(GilVOr,!2011)!!!!Electronic!Word!of!Mouth!(eWOM)!communications!can!take!place!in!various!ways,!exist!in!several!formats!and!different!terms!have!been!used!to!describe!it.!Electronic!Word!of!Mouth,!Buzz!marketing!or!Viral!marketing!is!about!getting!a!commercial!message!spread!organically!by!the!viewers!to!friends!and!family,!which!is!by!some!considered!as!of!the!“holy!grail”!of!digital!marketing.!(GilVOr,!2011;!Teixeira,!2012)!!!The!ability!of!electronic!Word!of!Mouth!communication!on!social!media!platforms!is!transferring!power!to!the!individual!consumer.!The!message!of!one!person!can!now!be!heard!by!far!many!people!by!the!leverage!of!technology.!If!the!message!takes!on,!it!will!most!likely!create!a!multiplying!effect!for!both!positive!and!negative!messages.!(Carlsen,!2009;!Røren,!2009)!!!Even!though,!it!is!hard!for!marketers!to!control!the!message,!the!eWOM!marketing!has!become!increasingly!popular!with!the!prosperous!use!of!social!networking!platforms.!Interaction!and!spreading!messages!through!social!media!has!become!the!facto!communication!standard!among!friends!on!most!electronic!devices.!!(GilVOr,!2011)Powered!by!cheap!and!easy!communication!techniques,!a!message!about!a!product,!service!or!company!can!be!spread!fast.!(Dobele,!Toleman,!&!Beverland,!2005)!
! 20!
!The!“Like”!button!–!Facebook’s!“eWOM!tool”!“Twitter´s!currency!is!made!up!of!followers!and!retweets.!On!Reddit,!it!is!upvotes.!For!Facebook!Pages,!it!is!Likes”.!(Skellie,!2011)!!The!“Like”!button!was!introduced!on!Facebook!in!February!2009,!enabling!people!to!connect!with!things!they!care!about!both!on!and!off!Facebook.!(Facebook,!2012d)!It!is!the!feature!that!is!used!to!give!positive!feedback!by!people!to!things!they!enjoy!or!care!about!on!Facebook!or!Facebook!integrated!websites!or!applications.!!!There!are!three!main!things!that!users!are!able!to!“Like”.!This!is!a!Facebook!Page,!status!updates,!and!published!content.!!The!most!important!“Like”!is!the!one!when!a!user!Like!a!Facebook!Page,!because!this!means!that!they!are!now!subscribed!to!all!future!content!distributed.!(Skellie,!2011)!This!is!similar!to!people!connecting!with!each!other!through!Friend!Requests.!“Just(as(you(have(Facebook(friends(associated(with(your(profile,(your(
page(has(fans(”p181!“!(Barefoot!&!Szabo,!2009)!!Page!Likes!are!important!because!those!enable!a!business!to!get!a!future!feedback!from!work!put!into!Facebook!today.!(Skellie,!2011)!This!means!that!a!business!should!try!get!as!many!active!users!as!possible.!An!active!user!is!a!person!that!have!engaged,!viewed!or!consumed!content!from!your!Facebook!Page.!(Facebook,!2012f)!!The!Like!button!is!created!to!give!an!easy!way!for!users!to!let!someone!know!that!he!or!she!enjoy!a!friends!post,!or!want!to!connect!with!a!business!through!his!or!her!Facebook!Page.!!!The!connection!is!made!when!users!click!the!Like!button!on!a!Facebook!Page,!posted!content!or!an!advertisement!on!Facebook.!Facebook!will!display!this!connection!on!the!users!profile!wall.!It!can!be!displayed!in!the!users!profile!news!feed;!on!the!Page!they!connected!to,!or!in!an!advertisement!for!that!Page!on!Facebook.!!This!connection!allows!a!Facebook!Page!to!post!content!on!a!users!profile!news!feed!or!send!them!messages.!The!connection!could!also!be!used!in!integration!with!applications!that!are!made!compatible!with!Facebook.!(Facebook,!2012e)!
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!When!Liking!a!Page!means!that!a!Facebook!users!is!making!a!connection!with!that!particular!Page,!and!will!receive!information!and!content!on!their!News!Feed!that!will!be!posted!in!the!future.!This!is!what!Facebook!used!to!call!“become!a!fan”.!While!Liking!a!specific!post!simply!means!that!the!user!enjoy!that!particular!post!without!having!to!leave!a!written!comment.!!Users!are!able!to!Like!a!friend´s!post!or!a!Page!post.(Facebook,!2012e)!!
Three!business!challenges!to!Social!Media!Marketing!The!marketing!value!of!succeeding!with!social!media!is!difficult!to!calculate.(Desmond,!2010)!However,!comparing!the!delivering!costs!of!traditional!advertising!makes!it!easier!to!understand!the!importance!of!having!social!media!strategy.!!(Jerijervi,!2014)!(HarridgeVMarch,!2004)!!The!price!to!pay!for!a!social!media!strategy!does!not!only!include!delivery!the!cost:!Arguments!about!time!and!resources!should!not!be!forgotten.!The!cost!of!having!a!social!media!strategy!must!include!time!spent!on!planning,!producing!and!participating.!(Bulearca!&!Bulearca,!2010)!!!!According!to!Webtrends,!that!evaluated!more!than!11!thousand!ads!on!Facebook,!came!to!the!conclusion!that!communication!that!was!forced!upon!users!had!a!short!lifespan.!Paid!social!advertisement!only!got!three!to!five!days!before!they!are!offer!to!ad!blindness.(Webtrends,!2011)!Constant!surveillance!and!some!change!in!ad!are!required!to!keep!it!alive!and!to!make!money.(Jerijervi,!2014)!!!We!have!identified!three!business!challenges!to!social!media!marketing:!
1. Community!or!commercial!platform!
(“Social(Media(is(not(a(marketing(channel(or(a(branding(channel.(It´s(a(communication(
platform!”((Funk,!2011)!!
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Social!media!is!primarily!about!building!relationships,!and!the!problem!for!marketers!is!that!social!networks!are!about!people!and!not!companies.!(Barefoot!&!Szabo,!2009)!This!makes!the!commercial!communication!challenging.!!
!
Figur.3.A.Marketing.Communication.Model.in.Social.Network.Sites.(Lee,!Jarvinen,!&!Sutherland,!2011)!!!Scepticism!for!using!social!media!as!a!marketing!channel!is!based!on!that!these!are!tools!for!interaction!among!people!and!their!personal!lives,!and!not!as!promotion!channel!for!product!and!services.!(Chunsik!et!al.,!2011)!!Social!media!marketing!may!raise!a!business!visibility!to!clients,!prospects!and!even!traditional!media.!It!provides!an!opportunity!to!stay!more!frequently!in!touch!with!customers,!and!introduce!new!prospects!to!a!business!sales!funnel.!(Martin,!2010)!However,!Funk!argues!that!Social!media!marketing!is!an!oxymoron!because!businesses!should!only!be!present!for!customer!service!and!not!advertising.(Funk,!2011)!!
! 23!
2. !“Push!or!Pull!marketing”!in!social!media!A!discussion!about!social!media!marketing!is!also!revolving!around!the!concept!“Push!or!Pull!marketing”.(Push(is(representing!marketing!in!the!traditional!way!which!the!advertising!activities!revolve!around!oneVway!communication!of!a!message!through!mass!media.(Schultz,!2006)!!This!represents!a!concern,!because!building!consumer!demand!with!this!approach;!pushing!advertisement!and!mass!marketing!messages!is!disregarding!the!main!assets!of!a!social!media!platform.!(GilVOr,!2010)!!!
!!(Kelly,!Kerr,!&!Drennan,!2010)!
Figur.4.Schultz´s.(2008).PusXPull.Model.of.Marketing.Communications!!
Pull!marketing!is!when!the!potential!customer!recognizes!a!need,!want!or!a!just!wish!for!a!product!or!service!and!makes!the!initiative.!The!prospect!seeks!information,!a!purchase!solution!or!contact!that!the!marketer!will!respond!to!then.!(Schultz,!2006)!!In!the!2009!McKinsey!Quarterly!report,!Hoffman!argues!about!the!development!of!web!2.0!and!its!social!aspect.!It!should!be!a!crucial!element!of!the!marketing!mix,!but!more!than!just!another!advertising!channel.!Instead!of!a!massVmedia!broadcast,!companies!should!make!their!marketing!more!interactive!(Hoffman,!2009).!!!The!shift!from!push!to!pull(marketing!is!argued!to!be!inevitable.!Consumers!are!avoiding!messages!and!interruptive!communication!from!organizations!that!they!do!not!want!to!build!a!relationship!with.!(Schultz,!2006)!This!might!explain!that!43%!of!social!networkers!user!never!clicked!on!ads.!(Zeng,!Huang,!&!Dou,!2009)!
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3. Advertising!Avoidance!in!Online!Social!Networking!Environment!Customers!actively!avoid!looking!at!online!ads.!(Xavier!Dréze,!2003)!Ever!increasing!amount!of!commercial!messages!that!bombards!consumers!in!all!media!causes!the!wellVknown!problem!for!marketers,!advertising!avoidance.(Speck!&!Elliott,!1997)!!!Commercial!messages!in!social!media!make!it!more!difficult!to!distinguish!between!what!is!advertisement!and!what!is!a!conversation.!This!might!cause!users!to!question!the!credibility!of!the!messages!that!are!communicated.!According!to!Moore,!the!concept!of!credibility!s!one!of!the!most!important!components!of!a!persuasive!message.!(J.!J.!Moore!&!Rodgers,!2005)!Nutley!says!that!Social!networking!sites!need!to!be!constantly!balancing!between!advertising!revenue,!and!users!demand!for!uninterrupted!social!experiences.!(Nutley,!2007)!!!Advertising!avoidance!in!an!online!environment,!and!especially!in!the!social!media!sphere!is!not!a!wellVresearched!topic.!Kelly!et!al,!developed!a!model!for!advertising!avoidance!on!social!media!platforms,!where!they!found!four!influencing!factors.!These!are!Expectation(of(Negative(Experience,!Relevance(of(Advertising(Message,!Scepticism(
About!the(Advertising(message,!and!Scepticism(About(Online(Social(Networking(as(an(
Advertising(Medium.((
(
Figur.5.Model.of.Advertising.Avoidance.in.the.Online.Social.Networking.Environment.
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!The!implications!of!the!model!reveal!a!better!understanding!of!why!advertising!in!social!networking!environment!is!not!as!successful!as!some!anticipated.!The!factors!show!that!advertising!messages!in!those!channels!might!not!be!well!received.!If!they!do!not!capture!the!interest!to!the!receiver,!it!might!as!well!be!ignored.!If!message!do!not!match!the!media!environment,!it!is!most!likely!disregarded.!(Kelly!et!al.,!2010)!!!! !
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Literature!Review!!
This(chapter(is(intended(to(give(an(overview(of(past(research(done(about(technology(
adoption(and(acceptance(factors(that(could(be(relevant(to(the(thesis.(This(includes(
classification(of(adopters,(Davis´s(Technology(Acceptance(Model(and(four(conceptual(
constructs(that(are(synthesized(from(the(various(findings(in(the(literature(review.((A(
literature(review(table(is(included(as(an(appendix.)(!
Researching!Technology!Adoption!Factors!!
“Getting(a(new(idea(adopted,(even(when(it(has(obvious(advantages,(is(difficult.(Many(
innovations(require(a(lengthy(period(of(many(years(from(time(when(they(become(available(
to(the(time(when(they(are(widely(adopted.”((Rogers,!2003)(!The!theoretical!foundation!in!this!research!was!inspired!by!previous!work!done!to!understand!the!use!of!new!innovative!technology!in!business.!Though!technology!acceptance!depends!on!different!factors!and!varies!based!on!industries!and!situation,!the!Technology!Acceptance!Model!by!Davis!and!Diffusion!of!Innovation!model!popularized!by!Rogers,!stood!out!as!a!great!starting!point!for!a!literature!review.!!Geoffrey!Moore´s!book:!“Crossing!the!Chasm”!has!helped!with!the!importance!of!understanding!the!diffusion!of!innovation!process!for!technology!companies,!where!practical!advice!is!given!to!tackle!the!challenging!adoption!lifecycle.!(G.!A.!Moore,!2002)!The!categorization!of!the!ideal!characteristics!of!each!part!of!the!adoption!life!cycle!will!be!used!for!the!classification!of!managers.!!The!Technology!Acceptance!Model!is!often!used!to!examine!adoption!of!technology!in!small!and!medium!sized!firms.!According!to!Parker!and!Castleman!there!has!been!extensive!research!to!explore!factors!(barriers!and!drivers)!that!influence!SME!ownerVmanagers!adoption!decisions!of!electronic!business,!(Parker!&!Castleman,!2009)!but!by!!reviewing!the!literature!it!was!not!detected!any!studies!that!have!applied!the!Technology!Acceptance!Model!to!the!field!of!Social!Media!Marketing!specifically.!This!lack!of!research!was!also!noticed!in!the!field!of!EVmarketing!in!general.!The!need!to!conduct!more!research!to!investigate!the!model!to!EVmarketing!was!recognized!by!ElV
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Gohary!as!late!as!in!2012.!He!also!underlines!that!there!are!even!fewer!studies!that!investigates!adoption!by!small!firms.(ElVGohary,!2012)!!
Classification!of!Adopters!
Technology!Adoption!Life!Cycle!!The!wellVestablished!categorization!of!adopters!comes!from!Rogers!work!with!the!Diffusion!of!Innovation!model.!Adoption!of!innovation!does!not!happen!at!the!same!time!among!all!members!of!society.!Therefore,!he!developed!an!efficient!and!convenient!standardization!model!for!categorizing!different!types!of!adopters!based!on!a!sequence!of!time.!(Rogers,!2003)!This!has!made!it!possible!to!divide!adopters!into!five!groups!depending!on!where!they!are!in!the!innovation!adoption!lifecycle.!These!users!are!labelled!Innovators,(Early(Adopters,(Early(Majority,(Late(Majority(and(Laggards.!!!!!
!
Figur.6.Classification.of.Adopter.Categories.on.the.technology.lifecycle.curve.!They!can!be!identified!depending!on!they!are!located!on!a!normal!technology!distribution!curve,!also!called!the!“bell!curve”!based!on!the!level!of!innovativeness.!
Innovativeness!is!a!relative!measurement,!but!is!defined!by!Roger!as:!“The(degree(to(
which(an(individual(or(other(unit(of(adoption(is(relatively(earlier(in(adopting(new(ideas(
than(other(members(of(a(social(system.(Rogers,(2003)”((!This!categorization!help!to!understand!why!there!are!different!attitudes!among!members!of!society!when!it!comes!to!adoption!of!new!ideas.!This!is!so!because!there!are!
! 28!
supposedly!different!characteristics!of!the!ideal!types!in!each!category!that!make!comparison!of!adopters!possible.!!!
• The!characteristics!of!the!Innovators!are!that!they!are!venturesome.!They!are!fascinated!with!new!ideas!and!technology!to!the!degree!that!it!can!be!risky.!Members!of!this!group!must!be!willing!to!accept!setbacks!of!technology!that!is!unsuccessful,!and!lack!of!respect!from!other!members!of!society.!
• Early(Adopters!are!respected!individuals!with!the!highest!degree!of!opinion!leadership!in!a!social!system.!They!are!often!looked!upon!for!advice!and!information!about!an!innovation,!and!when!they!do!decide!to!adopt!a!new!idea!it!is!a!sign!of!approval!of!it.!!
• Early(Majority!adopts!new!ideas!earlier!than!the!average!member!of!society,!but!they!spent!time!deliberating!before!adopting!it.!They!interact!with!peers,!but!they!are!not!in!an!opinion!leader!position.!These!are!the!important!users!for!crossing!the!chasm!between!what!Moore!identifies!as!success!or!failure!for!real!commercial!potential.!Illustrated!as!a!gap!in!the!figure!above.!(G.!A.!Moore,!2002)!!
• Late(Majority!is!more!sceptical!individual!of!a!social!system.!They!are!those!who!adopt!new!ideas!slightly!after!the!average!person.!Pressure!from!other!members,!trends!in!society!or!economic!necessity!cause!adoption.!They!are!not!easily!convinced!if!innovation!is!not!of!great!advantage.!
• Laggards!are!considered!to!be!traditional!in!their!thinking.!They!are!sceptical!towards!technology!and!those!promote!them.!Their!resistance!to!new!ideas!seems!to!them!to!be!rational.!Were!they!must!be!sure!that!the!technology!doesn´t!fail!before!adopting.!They!surround!themselves!with!similar!minded!people,!but!have!almost!no!opinion!leadership.!!
Leadership!Typologies!for!Technology!Adoption!!In!an!article!built!upon!the!Diffusion!of!Innovation!theory!and!Technology!Acceptance!Model,!A.J!Spencer!et.!al!(Spencer,!Buhalis,!&!Moital,!2012)developed!a!new!model!that!illustrates!new!leadership!typologies!at!each!level!of!technology!adoption!for!small!and!medium!sized!businesses.!They!view!the!role!of!personal!factors!such!as!ownership!and!leadership!is!part!of!the!key!drivers!for!technology!adoption.!These!businesses!had!
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managers!that!themselves!were!owners!that!provided!leadership!for!the!organization.!Rogers,!also!identifies!the!importance!of!opinion!leaders!may!assist!with!the!innovation!diffusion!process.!(Rogers,!2003)!!!The!organization!of!a!small!size!firm!is!often!structured!with!low!levels!of!hierarchy!and!has!less!bureaucracy.!Leaders!of!small!firms!are!the!owners!themselves,!making!their!personal!attitudes!initiators!or!barriers!to!technology.!!With!the!identification!of!leadership!and!attitudes!of!management!as!being!a!key!factor!of!technology!adoption!in!firms!(Spencer!et!al.,!2012;!Wöber!&!Gretzel,!2000)!,!a!classification!done!on!this!level!is!important!to!this!thesis!because!the!subjects!for!the!analysis!will!most!likely!be!the!owner!as!well!as!the!managers!of!the!business.!The!leadership!typologies!are!identified!as!Resistors,(Enforcers,(Stabilizers,(Reactors(and(Converters.!!
!
Figur.7.Leadership.typologies.for.staged.technology.adoption.(OwnerXmanaged.small.firms).(Spencer!et!al.,!2012)!!!
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• Resistors!are!leaders!that!are!the!least!likely!to!issue!change!in!firm’s!technology!capabilities.!They!are!more!into!maintaining!their!traditional!ways,!and!sees!themselves!as!lowVrisk!takers.!They!have!got!low!technology!knowledge,!and!use!only!computers!for!basic!functions!and!tries!to!maintain!this!position.!!
• Enforcers!are!similar!to!Resistors!in!many!ways,!and!are!only!willing!to!change!their!ways!if!new!technology!is!considered!to!develop!new!procedures!and!give!a!complete!change!to!the!industry.!
• Stabilizers(are!leaders!that!consider!themselves!to!be!mediumVrisk!takers.!The!individual!passively!adjust!technology!based!on!the!organizations!problems!or!opportunities,!with!help!from!others.!After!incidents!have!passed,!they!return!to!business!as!normal!before!the!situation!occurred.!
• Reactors!are!those!leaders!categorized!as!mediumVrisk!takers!that!more!open!to!ideas!of!change.!The!typical!person!is!not!resistant!to!new!innovations,!but!is!usually!behind!in!the!application!of!technology.!
• Converters!are!the!type!of!leader!who!is!considered!to!be!a!very!active!change!agent.!The!typical!leader!has!a!longVterm!vision!for!the!business,!consider!as!a!highVrisk!taker!with!technology!experience!and!high!education.!!!
TAM!–!Technology!Acceptance!Model!Several!studies!have!indicated!that!the!Technology!Acceptance!Model!factors!are!good!predictors!for!explaining!the!use!of!technology.!!Researchers!showed!that!the!Technology!Acceptance!Model!(TAM)!is!indeed!valid,!robust!and!predictive!model!that!could!be!used!in!a!variety!of!contexts.!Researchers!results!have!proven!TAM!to!be!consistent!over!the!years!since!it!was!proposed.!(King!&!He,!2006;!Legris,!Ingham,!&!Collerette,!2003;!Schepers!&!Wetzels,!2007)!!!Davis!proposed!the!Technology!Acceptance!Model!in!1989.!!The!purpose!his!research!was!to!pursue!better!measures!for!predicting!and!explaining!use!of!Information!Technology.(Davis,!1989)!It!was!developed!to!evaluate!the!market!potential!for!emerging!technology!from!IBM!Canada!and!their!multiVmedia!PCVapplications.(Davis!&!Venkatesh,!1996)!He!based!the!theory!on!an!existing!model!called!the!Theory!of!Reasoned!Action!(TRA)!that!were!developed!by!Ajzen!and!Fishbein(Lederer,!Maupin,!
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Sena,!&!Zhuang,!2000),!which!is!a!psychological!theory!that!is!used!to!explain!behaviour.!It!was!used!as!a!starting!point!because!it!was!assumed!that!TRA!was!closely!linked!to!actual!behaviour.(King!&!He,!2006)!The!Technology!Acceptance!Model!is!designed!to!measure!and!predict!action!in!the!immediate!future.!(Parker!&!Castleman,!2009)!!!Davis!investigated!and!validated!two!theoretical!constructs,!Perceived(Usefulness(and(
Perceived(Ease(of(Use.(He(defines(Perceived(Usefulness!as!“the(degree(to(which(a(person(
believes(that(using(a(particular(system(would(enhance(his(or(her(job(performance”.!
Perceived(ease(of(use(he!refers!to!“the(degree(to(which(a(person(believes(that(using(a(
particular(system(would(be(free(of(effort”.(Davis,!1989)!It!is!suggested!that!they!are!the!two!most!important!factors!in!explaining!system!use.(Legris!et!al.,!2003)!!These!main!factors!of!TAM!are!predictors!of!an!individual´s!attitude!towards!use!and!intensions!to!adopt!technology.!This!individualistic!approach!is!aimed!to!predict!behaviour!intentions!of!people.!It!has!been!applied!in!small!firm!eVbusiness!adoption!research!because!the!ownerVmanagers!are!assumed!to!be!the!primary!decision!makers,!and!thus!the!most!important!element!of!adoption.!(Parker!&!Castleman,!2009)!!An!important!purpose!of!the!theory!is!to!provide!a!basis!for!tracking!the!impact!of!external!variables!on!internal!beliefs,!attitudes!and!intentions!for!technology!usage.!The!model!shows!that!perceived!ease!of!use!has!a!direct!effect!on!perceived!usefulness!and!both!determine!the!users!attitude!toward!use.!This!will!again!lead!to!behavioural!intention!to!use!the!system!and!finally!to!actual!usage.!This!is!illustrated!in!the!original!Technology!Acceptance!Model,!that!consists!of!the!components:!!External(Variables,!
Perceived(Usefulness,(Perceived(Ease(of(Use,(Attitude(Towards,(Behavioural(Intention(and(
Usage.((Legris(et(al.,(2003)((!
(!
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Figur.8.The.original.Technology.Acceptance.Model.illustrated.by.Davis.(1989).!TAM!has!proven!to!be!a!theoretical!model!that!helps!to!understand!and!explain!use!behaviour!when!implementing!technology.!It!has!been!one!of!the!most!commonly!used!models!to!explain!usage!in!Information!Systems,!due!to!the!simplicity!and!its!understandability.!Nevertheless,!the!model!has!evolved!over!time!to!try!to!explain!imperfections!of!the!original!model.!(King!&!He,!2006;!Legris!et!al.,!2003)!!Findings!about!the!effects!of!the!factors!have!not!always!been!significant.!(Lederer!et!al.,!2000)!This!has!led!to!expansion!of!the!original!model!has!to!TAM2,!TAM3!and!Unified!Theory!of!Acceptance!and!Use!of!Technology!(UTAUT).!(ElVGohary,!2012)!These!theories!include!several!other!validated!technology!acceptance!factors,!such!as!subjective!norm,(Schepers!&!Wetzels,!2007)!image,!job!relevance,!output!quality,!result!demonstrability,!voluntariness,!performance!expectancy,!effort!expectancy!social!influence,!facilitating!conditions,!gender,!age!and!experience.!(Legris!et!al.,!2003)!!!!Even!so,!the!original!model!is!still!recognized!and!used!by!other!researchers!as!a!successful!and!valid!model!to!predict!and!explain!usage!of!new!technology!across!a!wide!variety!of!domains.!(ElVGohary,!2012;!Moon!&!Kim,!2001)!!
Conceptual!Clustering!of!Adoption!Factors!For!the!literature!review!it!was!found!several!studies!about!factors!for!technology!acceptance!in!SMEs!other!than!the!ones!constructed!in!the!Technology!Acceptance!Model.!Some!of!the!studies!were!more!focused!about!the!role!of!manager!as!owner.!There!are!a!few!articles!that!focus!on!marketing!in!social!media,!and!some!about!consumer’s!attitudes!towards!advertisement!in!the!social!media!realm.!One!article!was!about!investigating!hoteliers’!attitudes!toward!the!use!of!social!media!as!a!branding!
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tool.(Nassar,!2012)!But!none!specifically!about!the!attitudes!of!owner/manager!in!small/medium!sized!businesses!towards!adopting!social!media!technology!as!part!of!a!business!or!marketing!strategy.!!!This!literature!review!helped!to!see!a!conceptual!clustering!of!factors.!Reviewing!literature!about!factors!for!adoption!of!technology!in!SMEs!and!altering!it!to!social!media,!led!to!the!four!conceptual!aggregated!factors.!These!conceptual!clustering’s!for!this!thesis!are!Competitive(Pressure,!Competency,!Cost(and(Compatibility.(!!
Competitive!Pressure!!The!first!conceptual!clustering!is!unified!under!the!term!“Competitive!Pressure”.!Responding!to!competitor’s!strategy!was!not!just!a!factor!that!was!mentioned!in!several!studies,!but!it!was!considered!as!the!main!driver!of!adoption!of!eVcommerce!by!678!SMEs!in!the!UK.!(Daniel!&!Wilson,!2002)!This!is!consistent!with!findings!from!ElVGohary!hunt!for!factors!affecting!adoption!of!eVmarketing!(ElVGohary,!2012),!and!Grandon!&!Pearson,!who!identified!four!influencing!factors!were!the!second!most!important!was!responding!to!external!pressure.!(Grandon!&!Pearson,!2004)!!!!Even!though!it!seems!as!owner/managers!are!driven!to!adopt!technology!based!on!the!fear!of!getting!left!by!competitors!behind,!or!loosing!out!on!opportunities.!(R.!Darby,!Jones,!&!Al!Madani,!2003;!King!&!He,!2006)not!all!researchers!had!the!same!results:!When!researching!the!strategic!use!of!the!Internet!by!SMEs!in!the!Netherlands,!results!showed!that!competitive!pressure!was!not!a!influencing!factor.(Sadowski,!Maitland,!&!van!Dongen,!2002)!!!Note!that!the!term!“Competitive!Pressure”!is!used!as!a!unifying!construct!to!similar!technology!acceptance/adoption!variables!such!as!pressure(from(external(environment,(
industry,(customers,(competitor’s(usage(and(intensity(of(competition!(Avlonitis!&!Panagopoulos,!2005;!Daniel!&!Wilson,!2002;!de!Valck,!van!Bruggen,!&!Wierenga,!2009;!ElVGohary,!2012;!Sadowski!et!al.,!2002).!More!examples!variables!are!cultivating(
customer(relationships,(attract(new(customers(and(build(brand(awareness.!(Bhanot,!2012;!Karagozoglu!&!Lindell,!2004;!Morteza!Ghobakhloo,!2013)!These!are!all!variables!that!clustered!together!under!the!conceptual!construct!of!Competitive!Pressure.(
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Competency!!The!level!of!competency!is!either!a!driver!or!a!barrier!for!adopting!technology,!and!in!this!research!it(can!be!viewed!here!as!having!the!necessary!knowledge!or!skill!to!understand!and!adequately!determine!adoption!of!social!media!technology.!!“The(
competency(of(management(to(master(emerging(technologies(will(often(determine(the(
success(or(failure(of(a(business(venture”!(R.!Darby!et!al.,!2003)!!!The!term!Competency(is!a!unifying!term!that!comes!from!clustering!several!adopting!and!technology!acceptance!variables!from!the!literature!review!for!this!thesis.!This!means!that!the!factor!includes!variables!that!are!either!mentioned!or!found!to!be!significant!factors!for!adoption!technology.!Competency!is!based!on!variables!such!as!information!technology/computer:!owner!skill,!experience,!knowledge,!understanding,!selfVefficacy,!organizational!readiness!and!culture!etc.!(Ahearne,!Hughes,!&!Schillewaert,!2007;!Avlonitis!&!Panagopoulos,!2005;!ElVGohary,!2012;!King!&!He,!2006)!!!Competency!at!individual!level,!Kietzmann!et!al,!found!that!managers!often!are!hesitant!or!incapable!to!structure!strategies!and!find!resources!to!participate!with!social!media.!(Kietzmann!et!al.,!2011)!!While!a!study!from!2010!found!that!several!managers!don´t!understand!it.!Social!Media!Marketing!is!a!technology!that!requires!both!understanding!for!“why!to!use!it”,!as!well!as!“how!to!use!it”.!Even!if!they!could!have!the!proper!knowledge!why!they!should!use!it,!they!don´t!have!the!knowVhow!experience.(Kaplan!&!Haenlein,!2010)!!!Competency!at!organizational!level:!If!manager’s!lack!technical!skills!and/or!don´t!have!the!proper!knowledge!or!computer!selfVefficacy,(King!&!He,!2006)!they!would!have!to!depend!on!organizational!support!and!readiness.!Which!was!found!to!be!the!most!important!determinant!factor!of!strategic!value!and!adoption!of!eVcommerce!in!a!variety!of!SMEs!by!Grandon!&!Pearson!study!from!2004.!(Grandon!&!Pearson,!2004)!!
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Costs!The!third!aggregated!construct!is!the!concept!of!“Cost”.!For!this!research!the!term!is!unifying!term!all!driving!variables!or!barriers!that!were!found!in!the!literature!review!that!has!to!do!with!“costs”!of!adopting!and!accepting!technology.!These!are!both!the!willingness!of!owner/managers!to!invest!money!to!reduce!cost!(Kaynak,!Tatoglu,!&!Kula,!2005),!and/or!the!negative!attitudes!to!accumulate!expenses!that!are!considered!additional!costs.!(Fillis,!Johansson,!&!Wagner,!2003)!!!!“Costs”!include!adoption!factors!that!were!either!considered!by!researchers!as!positive!or!negative!due!to!the!financial!implications.!This!could!be!the!opportunity!to!save!money!or!reduce!expenses!elsewhere!by!implementing!technological!innovations.!Which!were!found!to!be!perceived!benefits!by!Daniel!and!Gilmore!et.!al.!(Daniel,!2003;!Gilmore!et!al.,!2007)Or!the!negative!association!of!that!the!up!front!investments!are!to!high!and!return!on!investment!to!low,!causing!managers!to!ignore!or!avoid!it!due!to!the!financial!constraints!on!organization.!(Gilmore!et!al.,!2007;!MacGregor!&!Vrazalic,!2005)!!!In!Bhanot!research!from!2012!about!social!media,!there!were!found!three!main!reasons!for!why!businesses!should!use!it:!!The!“Low!cost,!highly!accessible”V!factor!were!the!most!important!as!for!why!businesses!should!considered!it!as!tool!to!reach!out!to!customers.!(Bhanot,!2012)!!
Compatibility!!Compatibility!is!one!of!Rogers’s!five!innovation!attributes!that!determine!most!of!the!rate!of!adoption,!and!is!defined!by!Roger,!as!“the(degree(to(which(an(innovation(is(
perceived(as(consistent(with(the(exiting(values,(past(experiences(and(needs(of(potential(
adopters”.!(Rogers,!2003)!!!Fillis,!found!that!the!greater!perceived!compatibility,!the!more!likely!technology!applications!will!be!adopted!by!small!businesses.(Fillis,!Johannson,!&!Wagner,!2004)!In!a!study!from!2005!about!barriers!to!EVcommerce!adoption,!barriers!were!grouped!into!two!main!factors.!One!of!them!they!labelled!“Unsuitable”,!(MacGregor!&!Vrazalic,!2005)which!is!synonymous!to!compatibility/!incompatible.!Kendal!et!al!support!
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compatibility!as!a!significant!factor!in!their!research!for!willingness!to!adopt!eVcommerce.(Kendall,!Tung,!Chua,!Ng,!&!Tan,!2001)!The!most!significant!barrier!is!the!lack!of!perceived!relevance!for!particular!sectors.!(Michaelidou,!Siamagka,!&!Christodoulides,!2011)!!Different!communication!requirements!were!often!used!as!determining!factors!for!adoption!of!information!technology.!The!need!for!communication!with!customers,!give!and!receive!feedback,!provide!information!and!enhance!customer!service(Bhanot,!2012;!Daniel,!2003;!Sadowski!et!al.,!2002),!will!affect!the!situation!and!the!need!of!having!a!social!media!presence.!Other!variables!that!are!clustered!under!compatibility!term!in!this!thesis!are!variables!such!as:!a!firm’s!type!of!market/industry,!product,!customers!and!daily!work!tasks.!(Fillis!et!al.,!2004;!McFarland!&!Hamilton,!2006;!Wierenga!&!Oude!Ophuis,!1997)!!! !
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Research!Model!and!Hypothesis!
This(short(chapter(is(dedicated(to(present(the(”Facebook(Marketing(Adoption”(research(
model(and(the(following(hypothesis.(
(
Research!Model! !Based!on!the!theory!presented!in!this!thesis,!a!research!model!is!proposed.!Influenced!by,!first,!the!building!blocks!of!social!media!and!social!media!marketing.!Second,!revealing!both!the!marketing!opportunities!with!Facebook!and!the!challenges!of!social!media!marketing.!And!third,!the!exploration!of!technology!acceptance/adoption!factors!in!the!literature!review.!!!The!research!model!consists!of!one!dependent!variable.!Four!constructed!aggregated!independent!variables!and!one!imposed!independent!variable!by!researcher.!The!dependent!variable!is!“Adoption!of!social!media!marketing!with!Facebook!by!Norwegian!health!clubs”,!shortened!“Facebook!Marketing!Adoption”.!!The!four!aggregated!variables!are!“Perceived(Competitive(Pressure”,(“Perceived(Competency”,(“Perceived(Costs”(and!
“Perceived(Compatibility”.(These!factors!are!based!on!the!conceptual!constructs!described!previously.!!!The!imposed!variable!is!“Leadership(Priorities”.!It!was!not!found!any!articles!that!talk!specifically!about!this!term,!however!the!factor!“Leadership(Priorities”!is!based!on!the!classification!of!adopters/managers.!The!reason!why!it!is!included!is!because!though!some!managers!could!find!using!social!media!as!important!part!of!their!business!strategy,!doesn´t!mean!that!they!would!consider!it!as!something!urgent.!Making!it!a!task!that!is!not!prioritized!as!part!of!the!daily!tasks!for!themselves!or!the!organization,!causing!it!to!be!a!procrastinated!strategy.!With!limited!resources!available,!a!business!owner/manager!is!forced!constantly!prioritize!activities!in!every!aspect!of!the!business.!This!prioritizing!necessity!may!be!an!important!factor!for!not!adopting!social!media!as!a!part!of!the!business!strategy.!!!The!figure!of!the!research!model!tries!to!illustrate!that!the!independent!variables!influences!the!dependent!variable.!!!
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Note:.Though!it!was!intended!to!base!the!research!model!on!the!Technology!Acceptance!Model,!it!was!not.!Unfortunately,!the!measurement!of!Perceived!Ease!of!Use!and!Perceived!Usefulness!was!taken!out!of!the!final!research!model.!This!was!done!based!on!the!desire!to!explore!the!aggregated!factors!and!the!fear!of!multicollinearity.!!!!
!
Figur.9.Facebook.marketing.adoption.research.model.!!
Hypothesis!Based!on!the!research!model!above!the!hypothesis!is!presented,!which!is!propositions!or!statements!that!are!empirically!testable.!(Zikmund,!2003)“A(hypothesis(is(a(tentative(
explanation(that(accounts(for(a(set(of(facts(and(can(be(tested(by(further(
investigation.”(Muijs,!2010)!The!five!hypothesis!are:!
(H1:!Perceived!Competitive!Pressure!influence!Norwegian!health!clubs!adoption!of!Social!Media!Marketing!with!Facebook.!!!
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H2:!Perceived!Competency!influence!Norwegian!health!clubs!adoption!of!Social!Media!Marketing!with!Facebook.!!!H3:!Perceived!Costs!influence!Norwegian!health!clubs!adoption!of!Social!Media!Marketing!with!Facebook.!!!H4:!Perceived!Compatibility!influence!Norwegian!health!clubs!adoption!of!Social!Media!Marketing!with!Facebook.!!!H5:!Perceived!Leadership!Priorities!influence!Norwegian!health!clubs!adoption!of!Social!Media!Marketing!with!Facebook.!! !
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Research!method!!!
This(section(will(be(used(to(describe(the(research(method.(It(will(be(given(a(short(
description(for(why(it(is(chosen,(how(data(was(collected(and(measured.(The(actual(
questionnaire(is(attached(as(an(appendix.(!
Quantitative!research!In!this!thesis,!it´s!used!a!quantitative!descriptive!research!method!for!collecting!and!analyzing!empirical!data.!Quantitative!research!is!defined!by!Aliaga!&!Gunderson!(2000)!as(“explaining(phenomena(by(collecting(numerical(data(that(are(analyzed(using(
mathematically(based(methods,(in(particular(statistics.”(Muijs,!2010)!While!descriptive!research!is!defined!as!“research(designed(to!describe(characteristics(of(a(population(or(a(
phenomenon”.((Zikmund,!2003)!!This!means!that!we!attempt!to!better!understand!a!particular!phenomenon,!for!a!specific!population!based!on!a!numerical!data.!!!Descriptive!studies!are!conducted!after!the!researcher!has!gained!knowledge!about!the!subject!that!is!being!studied.!There!was!use!a!secondary!data!analysis!in!the!beginning!of!the!research!project.!Secondary!data!analysis!is!defined!as!“preliminary(review(of(data(
collected(for(another(purpose(to(clarify(issues(in(the(early(stages(of(a(research(effort.”(
(Zikmund,(2003)(This!method!were!used!in!the!first!phase!of!the!thesis!to!lay!the!foundation!and!understanding!of!the!concept!of!social!media,!social!media!marketing!and!the!challenges!that!researchers!recognized!by!implementing!it!at!a!business!strategy.!This!technology!description!made!it!possible!to!draw!the!linkage!to!technology!acceptance/adoption!research.!This!again!led!to!a!literature!review!table!that!was!used!to!construct!the!aggregated!variables.!!!In!articles!analysed!for!literature!review!the!typical!approach!was!quantitative!research!method,!crossVsectional!studies!and!that!used!LikertVscale!to!measure!items.!A!crossVsectional!study!means!that!data!is!collected!at!single!point!in!time.!LikertV!scale!is!a!techniques!used!to!measure!the!attitudes!of!the!respondents;!by!making!them!indicate!how!strongly!they!agree!or!disagree!with!carefully!constructed!statements.!(Zikmund,!2003)!
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!The!method!of!choice!is!used!because!we!like!to!test!hypothesis!about!the!subject!that!could!be!at!the!“early!adopters”!stage!in!the!technology!adoption!lifecycle.!After!completing!the!literature!review!it!seemed!that!it!would!be!a!good!idea!to!answer!the!research!question!measure!with!the!same!approach!as!most!researchers!had!done!prior!to!this!thesis.!!
Study!context!This!thesis!studies!the!adoption!of!Facebook!marketing!among!Norwegian!health!clubs.!According!to!the!Norwegian!business!directory,!Proff!Forvalt,!we!could!see!that!there!are!registered!1931!health!clubs!in!Norway.!(Høibo,!2014)!Many!of!them!are!small!independent!companies,!but!a!few!large!corporations,!such!as!Elixia,!SATS!and!Spenst,!have!dominated!the!industry!until!recent!years.!The!industry!is!going!through!a!shift!after!the!introduction!of!“lowVprice!concepts”.!These!new!businesses!have!erupted!the!industry!by!removing!forced!continuity!programs!and!lowering!prices!substantially.!(Helland,!2014;!Morset,!2009;!Aarøy,!2012)!Three!of!the!most!recognized!industry!brands,!Elixia,!SATS!and!Fresh!Fitness!have!merged!due!to!the!industry!development.!(Kågström,!2014)!!
Data!sources!The!primary!empirical!data!collection!and!analysis!is!done!specifically!for!this!thesis.!!
Sampling!Sampling!is!the!procedure!of!using!a!small!number!of!the!population!to!make!a!conclusion!regarding!the!whole!population.!(Zikmund,!2003)!The!population!is!the!group!that!we!want!to!generalize!our!findings!to.!!!In!this!thesis!owner/managers!in!Norwegian!health!clubs!were!targeted.!It!was!not!found!any!public!records!of!how!many!owner/managers!there!are!in!the!industry,!but!the!population!and!sample!will!be!drawn!from!the!dataset!of!1931!registered!Norwegian!health!clubs.!The!dataset!was!collected!from!the!Norwegian!business!directory!Proff!Forvalt.!This!dataset!contains!organizations!of!all!sizes,!from!the!large!health!club!
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corporations!to!independent!small!businesses!with!no!registered!employees.!(Høibo,!2014)!
Research!sample!and!size!The!survey!had!145!respondents.!Out!of!these,!30!were!incomplete,!leaving!a!sample!of!n=115!individuals!that!completed!the!questionnaires.!The!incomplete!responses!were!deleted!before!the!analysis.!!!According!to!Field,!the!sample!size!should!be!as!big!as!possible,!but!as!a!general!rule!of!thumb!one!should!have!at!least!have!10V15!cases!of!data!for!each!predictor!in!the!model.(Field,!2013)!In!the!research!we!have!five!independent!variables,!making!the!recommended!sample!size!between!50V75!cases.!A!sample!size!of!n=115!should!meet!these!requirements.!!
Data!collection!An!online!survey!was!used!for!data!collection.!A!structured!questionnaire!targeting!owner/managers!was!sent!out!to!as!many!health!clubs!as!possible.!!We!used!the!software!called!SurveyXact!to!form!and!distribute!the!survey.!The!questionnaire!asked!closed!questions.!It!had!one!openVended!question!at!the!end!for!comments!and!feedback.!The!survey!was!presented!in!Norwegian.!Two!EnglishVspeaking!Norwegians!checked!if!they!understood!the!questions,!and!to!make!sure!that!the!original!meaning!was!not!lost.!!!Unique!survey!links!were!sent!out!to!every!eVmail!address!that!was!registered!in!the!business!directory!that!was!collected!from!Proff!Forvalt.!(Høibo,!2014)Unfortunately,!many!of!the!eVmail!never!got!delivered!because!of!outdated!or!wrong!addresses.!This!forced!a!manual!collection!of!eVmail!addresses!on!company!websites.!These!eVmail!addresses!were!compared!to!the!first!batch!to!check!for!duplicates,!to!limit!the!amount!of!health!clubs!that!got!asked!to!answer!more!than!once.!It!was!distributed!a!total!of!573!surveyVlinks.!The!survey!lasted!for!10!days,!and!reminder!eVmails!were!sent!to!some!subjects!four!times!during!that!period.!With!a!total!of!115!completed!questionnaires,!gives!us!a!total!response!rate!of!approximately!20%,!which!is!satisfactory.!
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Measurement!of!variables!
Dependent!variable!
“A(dependent(variable(is(a(criterion(or(a(variable(that(is(to(be(predicted(or(explained.”(
(Zikmund,(2003)(The!dependent!variable!in!this!thesis!is!“Adoption!of!social!media!marketing!with!Facebook!by!Norwegian!health!clubs”,!shortened!“Facebook!Marketing!Adoption”.!!(!The!measurement!of!the!dependent!variable!is!adapted!from!the!term!“Electronic!Marketing!Adoption”,!which!is!defined!as(“a(new(philosophy(and(a(modern(business(
practice(involved(with(marketing(of(goods,(services,(information(and(ideas(via(the(Internet(
and(other(electronic(means.”(By!(ElVGohary,!2012).!This!particular!electronic!marketing!concept!consists!of!several!tools!such!as!Internet,!Intranet,!EVmail,!Extranet!and!Mobile.!It!was!used!a!thirteenVitem!five!point!Likert!scale!ranging!from!strongly!disagree!to!strongly!agree!to!measure!all!of!the!tools.!!In!the!final!questionnaire!it!was!chosen!threeVitems!from!the!measurement.!The!wording!was!slightly!altered!to!fit!the!concept!to!the!context!of!the!thesis.!After!the!adjustments!it!was!translated!into!Norwegian!to!make!it!easier!for!subjects!to!understand!and!respond.!See!table!below.!!
Tabell.1.Dependent.variable.measurement.items.
Original! Modification! Translation!
Electronic.Marketing.
Adoption.(ElVGohary,!2012)!
Facebook.Marketing.
Adoption.
.
Bruk.av.Facebook.som.
markedsføring.
.We!use!EVmarketing!resources!(such!as!web!site!and!eVmail)!to!communicate!with!our!customers.!!!
We!use!Facebook!Marketing!resources!(such!as!Facebook!Pages,!Facebook!Ads)!to!communicate!with!our!customers.!!!
Vi!bruker!Facebook!sine!markedsføringsverktøy!(som!Facebook!side,!Facebook!annonsering)til!å!kommunisere!med!våre!kunder.!!We!use!EVmarketing!resources!(such!as!web!site!and!eVmail)!to! We!use!Facebook!Marketing!resources!(such!as!Facebook! Vi!bruker!Facebook!sine!markedsføringsverktøy!(som!Facebook!side,!
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advertise!our!products.!! Pages,!Facebook!Ads)!to!advertise!our!products.!! Facebook!annonsering)til!å!markedsføre!våre!produkter!og!tjenester.!!We!have!a!systematic!or!regular!updates!for!our!web!site.!!
We!have!systematic!or!regular!updates!for!our!Facebook!Page.!!
Vi!har!en!Facebook!side!som!vi!bruker!regelmessig.!!!
Independent!variables!The!independent!variables!are!the!variables!that!are!expected!to!influence!the!dependent!variable.!(Zikmund,!2003)!In!this!section!the!measurement!of!the!potential!adoption!factors!is!presented.!It!will!be!shown!where!the!measurements!were!adapted!from,!how!the!wording!were!slightly!altered!to!fit!the!context,!before!they!were!translated!into!the!final!questionnaire!statements.!Tables!for!each!factor!measurement!is!given!to!provide!a!clear!overview!of!this!process.!
Perceived(Competitive(Pressure(The!measurement!of!the!factor!“Perceived!Competitive!Pressure”!is!adapted!from!ElVGohary!study!about!electronic!marketing!adoption.!He!labels!the!term!“Competitive!Pressure!and!different!market!trends!to!be!“one(of(the(most(important(factors(affecting(
the(adoption(of(EXMarketing.”(By!(ElVGohary,!2012).!!!The!concept!was!measured!by!a!sevenVitem!Likert!scale!ranged!from!strongly!disagree!to!strongly!agree.!In!the!final!questionnaire!it!was!chosen!fourVitems!from!the!measurement.!The!wording!was!slightly!altered!to!fit!the!concept!to!the!context!of!the!thesis.!After!the!adjustments!it!was!translated!into!Norwegian!to!make!it!easier!for!subjects!to!understand!and!respond.!See!table!below.!!
Tabell.2.Perceived.Competitive.Pressure.measurement.items.
Original. Modification. Translation.
Competitive.Pressure.(ElVGohary,!2012)! Perceived.Competitive.Pressure.
.
Oppfattet.
konkurransemessig.
press..
.Competitive!pressure!is! Competitive!pressure!is! Konkurransemessig!press!
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one!reason!for!our!adoption!of!EVMarketing!! a!good!reason!for!adopting!of!Facebook!Marketing.! er!en!god!grunn!til!å!ta!i!bruk!Facebook!markedsføring.!!We!adopted!EVMarketing!to!avoid!losing!our!market!share!to!competitors!who!are!already!using!EVMarketing.!!!
We!would!adopt!Facebook!Marketing!to!avoid!losing!our!market!share!to!competitors.!!
Vi!bør!ta!i!bruk!Facebook!markedsføring!for!å!unngå!og!tape!markedsandeler!til!våre!konkurrenter.!!We!adopted!EVMarketing!as!a!response!to!market!trends!!
We!would!adopt!Facebook!Marketing!as!a!response!to!market!trends.!
Vi!bør!ta!i!bruk!Facebook!markedsføring!for!å!følge!med!på!trenden!i!markedet.!!We!adopted!EVMarketing!regardless!of!market!trends!and!competitive!pressure! We!would!adopt!Facebook!Marketing!regardless!of!market!trends!and!competitive!pressure.!
Vi!ville!tatt!i!bruk!Facebook!markedsføring!uavhengig!av!konkurransemessig!press!eller!trenden!i!markedet.!!!
Perceived(Competency((The!measurement!of!the!factor!“Perceived!Competency”!is!adapted!from!ElVGohary!structure!of!Internal!Factors.!In!this!concept!he!includes!Owner!skill!and!attitude,!organization!culture!and!organization!resources.!!(ElVGohary,!2012).!!!The!concept!of!Owner!skill!and!attitude!is!defined!as!“Managerial(and(administrative(
skills(of(the(owner.”(And!are!included!because(“A(lot(of(authority(within(the(small(business(
enterprises(directed(by(the(SBE(owner.(Accordingly,(it(is(more(likely(that(most(of(the(SBE(
decisions(will(be(taken(by(the(owner(himself(and(in(light(of(his(experience(and(skills.”!(ElVGohary,!2012)!In!the!original!survey!there!was!fourVitems!of!measurement!on!the!five!point!LikertVscale,!but!in!final!questionnaire!it!was!chosen!to!include!twoVitems!from!the!measurement.!(!The!concept!of!Organization!culture!is!defined!as!!“A(system(of(shared(values(defining(
what(is(important,(and(norms,(defining(appropriate(attitudes(and(behaviours,(that(guide(
members(’(attitudes(and(behaviours”.!It!was!included!because!it!“can(function(as(either(an(
internal(facilitator(or(a(barrier(for(the(implementation(of(EXMarketing(because(it(
determines(he(extent(to(which(the(organization(is(able(to(adapt(to(change”(ElXGohary,(
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2012)((In!the!original!survey!there!was!fiveVitems!of!measurement!on!a!five!point!Likert!scale,!and!they!are!all!included!in!the!final!questionnaire.!!!The!concept!of!Organization!Resources!is!defined!as!“the(accessibility(and(availability(of(
sufficient(resources.”!These!resources!include!financial,!human!and!technical!resources!and!are!considered!as!an!important!factor!for!adoption.!(ElVGohary,!2012)!In!the!original!survey!there!was!sevenVitems!of!measurement!on!a!five!point!LikertVscale,!but!in!final!questionnaire!it!was!chosen!to!include!threeVitems!from!the!measurement.!(!A!five!point!Likert!scale!ranged!from!strongly!disagree!to!strongly!agree!measured!all!concepts.!The!wording!was!slightly!altered!to!fit!the!concept!to!the!context!of!the!thesis.!After!the!adjustments!it!was!translated!into!Norwegian!to!make!it!easier!for!subjects!to!understand!and!respond.!See!table!below.!!
Tabell.3.Perceived.Competency.measurement.items.
Original. Modification. Translation.
Internal.Factors.(ElVGohary,!2012)!Consist!of!owner!skill!and!attitude,!organization!culture!and!organization!resources.!
Perceived.Competency.
(in.organization).
.
.
Oppfattet.kompetanse.(i.
bedrift).
.
Owner.skill.and.attitude.. Owner.skill.and.attitude.
.
Eiers.evner.og.holdninger.
.I!find!it!easy!to!use!EVMarketing!tools!(e.g.!the!Internet,!EVMail,!and!Mobile)!for!conducting!my!business.!!!
I!find!it!easy!to!use!Facebook!Marketing!tools!(e.g.!Facebook!Pages,!Facebook!Ads)!for!conducting!my!business.!!!
Jeg!syntes!det!er!enkelt!å!bruke!Facebook!sine!markedsføringsverktøy!(Facebook!Pages,!Facebook!Ads)!for!vår!bedrift.!!I!think!that!the!Internet!and!other!EVMarketing!tools!are!very!important!to!conduct!business.!!!
I!think!that!the!Facebook!and!other!Social!Media!Marketing!tools!are!very!important!to!conduct!business.!!!
Jeg!syntes!at!Facebook!og!andre!sosiale!medier!er!veldig!viktige!markedsføringsverktøy!for!bedrifter.!!
Organization.culture. Organization.culture. Organisasjonskultur.
.EVMarketing!tools!are!in!consistent!with!the!values!of!our!enterprise.!!
Facebook!Marketing!tools!are!in!consistent!with!the!values!of!our!company.!
Bruk!av!Facebook!sine!markedsføringsverktøy!er!i!samsvar!med!verdiene!i!vår!bedrift.!
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!The!attitude!of!our!staff!goes!in!line!with!EVMarketing!adoption!!
The!attitude!of!our!staff!goes!in!line!with!Facebook!Marketing!adoption!
Holdningene!til!våre!ansatte!er!i!samsvar!med!!å!ta!i!bruk!Facebook!markedsføring.!
!EVMarketing!tools!are!in!consistent!with!the!beliefs!of!our!enterprise.!!
Facebook!Marketing!tools!are!in!consistent!with!the!beliefs!of!our!company.!
Bruk!av!Facebook!som!markedsføringsverktøy!er!i!samsvar!med!det!vi!tror!på!i!vår!bedrift.!
!The!behaviour!of!our!staff!is!in!line!with!EVMarketing!adoption.!!
The!behaviour!of!our!staff!is!in!line!with!Facebook!Marketing!adoption.!
Væremåten!til!våre!ansatte!er!i!samsvar!med!å!bruke!Facebook!markedsføring.!Marketing!team!within!my!enterprise!use!EVMarketing!tools!as!a!very!useful!tool.!!
Those!responsible!for!marketing!within!our!company!think!that!Facebook!Marketing!tools!could!be!a!very!useful.!
De!som!er!ansvarlige!for!markedsføring!i!vår!bedrift!tror!at!Facebook!sine!markedsføringsverktøy!kan!være!veldig!nyttig.!!!
Organization.Resources.
.
Organization.Resources.
.
Organisasjonens.
ressurser.
.We!have!good,!qualified!and!skilled!marketing!staff!in!our!enterprise.!!
We!have!good,!qualified!and!skilled!marketing!staff!in!our!company.!!
Vi!har!gode,!kvalifiserte!og!kompetente!markedsføringsansatte!i!vår!bedrift.!
!We!have!sufficient!financial!resources!in!our!enterprise!for!adopting!EVMarketing!!
We!have!sufficient!financial!resources!in!our!company!for!adopting!Facebook!Marketing!
Vi!har!tilstrekkelig!finansielle!ressurser!i!vår!bedrift!til!å!ta!i!bruk!Facebook!markedsføring.!!We!can!not!conduct!EVMarketing!without!good!and!sufficient!technical!resources.!!
We!cannot!conduct!Facebook!Marketing!without!expert!help.! Vi!kan!ikke!ta!i!bruk!Facebook!markedsføring!uten!eksperthjelp.!!!!
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(
Perceived(Costs(The!measurement!of!the!factor!“Perceived!Costs”!is!adapted!from!two!sources.!!!The!first!source!is!the!concept!“Perceived!Costs”!by!Ghobakhloo,!which!is!coined!to!be!an!important!factor!that!is!hindering!Electronic!commerce!within!small!businesses.!This!due!to!“limited(financial(resources.(Cost(of(expert(help(and(the(costs(of(human(
factors”(Morteza(Ghobakhloo,(2013)!In!the!original!survey!there!was!fourVitems!of!measurement!on!the!LikertVscale,!but!in!final!questionnaire!it!was!chosen!to!include!threeVitems!from!the!measurement.!!!The!second!source!is!the!concept!of!“Cost”!by!ElVGohary,!which!could!affect!adoption!because!of!the!direct!and!indirect!cost!implementation.!(ElVGohary,!2012)!In!the!original!survey!there!was!fourVitems!of!measurement!on!a!five!point!LikertVscale,!but!in!final!questionnaire!it!was!chosen!to!include!twoVitems!from!the!measurement.!!
(All!concepts!are!measured!by!a!five!point!LikertVscale!ranged!from!strongly!disagree!to!strongly!agree.!The!wording!was!slightly!altered!to!fit!the!concept!to!the!context!of!the!thesis.!After!the!adjustments!it!was!translated!into!Norwegian!to!make!it!easier!for!subjects!to!understand!and!respond.!See!table!below.!!
Tabell.4.Perceived.Costs.measurement.items.
Original! Modification! Translation!
Perceived.Costs.(Morteza!Ghobakhloo,!2013)! Perceived.Costs. Oppfattet.kostnad..The!cost!of!EC!technologies!infrastructure!is!high!for!our!company!!
The!cost!of!Facebook!Marketing!applications/tools!seems!high!for!our!company.!(Facebook!Pages,!Facebook!Ads)!!
Kostnadene!tilknyttet!Facebook!markedsføring!virker!høye.!!
The!amount!of!money!and!time!of!training!for!EC!applications!is!high!for!our!company!
The!amount!of!money!and!time!for!learning!to!use!Facebook!Marketing!applications!
For!oss!virker!det!som!at!det!krever!mye!tid!og!penger!for!å!lære!seg!å!bruke!Facebook!sine!
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! seems!high!for!our!company.!(Facebook!Pages,!Facebook!Ads)!!
markedsføringsverktøy.!!
The!maintenance!and!support!fees!for!EC!applications!are!high!for!our!company!
The!maintenance!and!costs!of!being!active!with!Facebook!Marketing!seems!high!for!our!company.!!
For!oss!virker!det!som!det!krever!mye!vedlikehold!og!at!det!koster!å!være!aktiv!med!Facebook!markedsføring.!!
Cost.(ElVGohary,!2012)! Perceived.Costs. Oppfattet.kostnad..We!would!implement!EVMarketing!regardless!of!the!cost!of!this!adoption.!!
We!would!implement!Facebook!Marketing!regardless!of!the!cost!of!this!adoption.!!
Vi!ville!implementert!Facebook!markedsføring!til!tross!for!kostnadene!ved!å!ta!det!i!bruk.!!The!cost!of!EVMarketing!adoption!did!not!affect!our!decision!of!adopting!EVMarketing.!!
The!perceived!cost!of!Facebook!Marketing!adoption,!do!not!affect!our!decision!of!adopting!Facebook!Marketing.!!
De!oppfattede!kostnadene!ved!Facebook!markedsføring!påvirker!ikke!vårt!valg!om!å!ta!det!i!bruk.!!!
Perceived(Compatibility(The!measurement!of!the!factor!“Perceived!Compatibility”!is!also!adapted!from!two!different!sources.!The!first!source!covers!the!compatibility!with!the!company,!while!the!second!source!covers!the!compatibility!with!the!work!situation!of!the!individual!that!answers!the!survey.!!The!first!source!is!the!concept!“Unsuitable”!a!factor!that(“is(related(to(the(perceived(
unsuitability(of(eXcommerce(to(small(businesses.(The(barriers(in(this(group(include(the(
unsuitability(of(e(commerce(to(the(organisation’s(products/services,(its(way(of(doing(
business,(and(its(client’s(way(of(doing(business,(as(well(as(the(lack(of(perceived(advantages(
of(eXcommerce(implementation.”((MacGregor(&(Vrazalic,(2005)(In!the!original!survey!there!was!fourVitems!of!measurement!on!a!five!point!LikertVscale!which!are!all!included!in!the!final!questionnaire.!!!The!second!source!is!the!concept!of!“Compatibility”,!which!is!defined!as!“the(degree(to(
which(an(innovation(is(perceived(as(being(consistent(with(the(existing(values,(needs(and(
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past(experiences(of(potential(adopters”!(Rogers,!2003).!It!was!used!by!ElVGohary!to!measure!how!it!affects!the!adoption!of!EVmarketing!by!Egyptian!small!tourism!enterprises.!In!the!original!survey!there!was!fiveVitems!of!measurement!on!a!five!point!LikertVscale,!but!in!final!questionnaire!it!was!chosen!to!include!threeVitems!from!the!measurement.!!
(All!concepts!was!measured!by!a!five!point!LikertVscale!ranged!from!strongly!disagree!to!strongly!agree.!The!wording!was!slightly!altered!to!fit!the!concept!to!the!context!of!the!thesis.!After!the!adjustments!it!was!translated!into!Norwegian!to!make!it!easier!for!subjects!to!understand!and!respond.!See!table!below.!!
Tabell.5.Perceived.Compatibility.measurement.items.
Original! Modification! Translation!
. Perceived.Compatibility.
.
Oppfattet.kompatibilitet..
.
Unsuitable.(MacGregor!&!Vrazalic,!2005)! Unsuitable.(Company.level).. Kompatibilitet.på.bedriftsnivå..EVcommerce!is!not!suited!to!our!products/services!! Facebook!Marketing!is!not!suited!to!our!products/services!!
Facebook!markedsføring!passer!ikke!våre!produkter!og!tjenester.!!EVcommerce!is!not!suited!to!our!way!of!doing!business.!!
Facebook!Marketing!is!not!suited!to!our!way!of!doing!business.!!
Facebook!markedsføring!passer!ikke!sammen!med!måten!vi!driver!vår!bedrift!på.!!EVcommerce!is!not!suited!to!the!ways!our!clients!(customers!and/or!suppliers)!do!business.!!
Facebook!Marketing!is!not!suited!to!the!ways!our!clients!(customers!and/or!suppliers)!do!business.!!
Facebook!markedsføring!passer!ikke!sammen!med!måten!vi!kommuniserer!med!våre!kunder!på.!!EVcommerce!does!not!offer!any!advantages!to!our!organisation.! Facebook!Marketing!does!not!offer!any!advantages!to!our!organisation.!!
Facebook!markedsføring!tilbyr!ingen!fordeler!til!vår!bedrift.!!
Compatibility.ElVGohary,!2012)! Compatibility.(Individual.level).! Kompatibilitet.på.individnivå.!Using!EVMarketing!is!completely!compatible!with!my!current!situation!!
Using!Facebook!Marketing!is!completely!compatible!with!my!current!situation!!
Bruk!av!Facebook!markedsføring!er!helt!forenelig!med!min!nåværende!situasjon.!
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!Using!EVMarketing!fits!into!my!work!style.!! Using!Facebook!Marketing!fits!into!my!work!style.!! !Bruk!av!Facebook!markedsføring!passer!sammen!med!måten!jeg!arbeider.!!Using!EVMarketing!fits!into!my!day!to!day!work!activities.!!!
Using!Facebook!Marketing!fits!into!my!day!to!day!work!activities.!!!
Bruk!av!Facebook!markedsføring!passer!sammen!med!mine!daglige!arbeids!aktiviteter.!!!
Leadership(Priority(The!measurement!of!the!“imposed”!adoption!factor!“Leadership!Priority”!was!not!based!on!previous!academicVtested!measurements.!Instead,!it!was!used!a!prioritization!tool!that!was!presented!by!Covey!in!his!book!“The!Seven!Habits!of!Highly!Effective!People”.!(Covey,!2011)This!is!the!urgent/important!matrix.!The!tool!helps!to!define!daily!task!into!four!main!categories.!These!are!“urgent!and!important“,!“important!but!not!urgent,!“urgent!but!not!important”!and!“not!urgent!and!not!important”.!(Development!&!)Important!activities!have!an!outcome!that!is!linked!to!the!successes!of!personal!or!professional!goals,!while!urgent!activities!are!tasks!that!require!immediate!attention.(Tools)!!!
!
Figur.10.The.Urgent/Important.Matrix.by.Stephen.Covey.!
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The!first!quadrant!(top!left)!“urgent!and!important”,!also!called!“important!goals”,!include!activities!that!need!to!be!dealt!with!as!soon!as!possible,!because!they!have!immediate!and!important!deadlines.!!The!second!quadrant!(top!right)”important!but!not!urgent”,!also!called!“critical!activities”!is!important!but!does!not!require!immediate!attention.!Activities!here!need!to!be!scheduled,!and!author!Covey!emphasizes!that!this!is!where!managers!should!keep!their!focus.!The!third!quadrant!!(bottom!left)!“urgent!but!not!important”,!also!called!“distractions”!are!all!the!time!waster!activities!that!often!are!a!result!of!poor!planning.!The!fourth!quadrant!(bottom!right)!“not!urgent!and!not!important”,!also!called!“interruptions”!are!activities!that!prevent!managers!from!achieving!and!completing!that!is!of!importance.!(Covey,!2011;!Savara;!Tools)!!To!measure!the!prioritization!of!adopting!Facebook!marketing,!the!subjects!was!asked!to!choose!one!of!four!different!statements!(listed!below).!These!statements!were!based!on!the!urgent/important!matrix,(Savara)!and!thereafter!translated!into!Norwegian.!!!
Tabell.6.Leadership.Priority.measurement.
English.statements.(Savara)! Translated.statements..“An!important!goal!that!I!should!do!now”.!(Defined!as!“Important!and!urgent”.)!! “En!viktig!prioritering!jeg!bør!jobbe!med!nå”!(Viktig!og!hastened)!“A!critical!activity!that!I!plan!to!do”!(Defined!as!“Important!but!not!urgent”.)!! “Noe!some!er!viktig,!men!kan!vente!til!senere”!(Viktig,!men!haster!ikke)!A!“distraction”.!(Defined!as!“Unimportant!but!urgent”)!An!“interruption! “Distraksjon”!(Uviktig,!men!haster)!An!“interruption”!(Defined!as!“Unimportant!and!not!urgent.”)!! “Forstyrrelse”!(Uviktig,!og!haster!ikke)!!!! !
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Analysis!and!Results!
This(chapter(is(used(to(analyze(the(questionnaire(dataset(that(targeted(owner/managers(
of(Norwegian(health(clubs.(A(factor(analysis(was(used(to(extract(variables(and(prepare(
dataset(before(running(a(regression(analysis.(Methods(are(explained(and(results(are(
presented.(A(summary(overview(of(respondent’s(answers(is(attached(as(an(appendix.((!
Factor!analysis!Factor!analysis!is!a!technique!to!find!clusters!of!variables.!It!uses!a!mathematical!model!to!estimate!factors.!(Field,!2013)“The(general(purpose(of(factor(analysis(is(to(summarize(
the(information(contained(in(large(number(of(variables(into(smaller(number(of(
factors”.(Zikmund,(2003)(Meaning!that!it!is!used!to!take!a!larger!amount!of!data!and!reduce!it!down!to!a!more!simple!and!manageable!form!of!information!that!can!be!interpreted.!One!of!the!main!reasons!to!use!it!is!“to(reduce(a(data(set(to(a(more(
manageable(size(while(retaining(as(much(of(the(original(information(as(possible.”!(Field,!2013)!!!In!this!thesis,!we!use!a!factor!analysis!to!check!and!prepare!the!dataset!from!the!questionnaire!to!be!able!to!run!a!linear!regression!analysis.!The!process!includes!running!the!data!set!through!factor!extraction!and!factor!rotation.!A!factor!extraction!is!the!process!that!is!used!to!decide!how!many!factors!to!keep.!While!factor!rotation!is!a!technique!that!makes!it!easier!to!complete!the!extraction,!because!it!is!used!to!discriminate!between!factors,!by!making!variables!load!maximally!to!only!one!factor.!This!process!makes!it!easier!to!interpret!the!data.!!After!loading!the!dataset!into!SPSS,!a!principal!factor!analysis!(principal!axis!factoring)!was!then!done!to!extract!factors.!We!also!ran!a!Varimax!with!Kaiser!Normalization!rotation.!!!
Checking!Communalities!To!analyze!the!dataset!we!first!checked!of!the!Communalities!of!the!variables.!This!was!checked!to!make!sure!that!the!data!contained!items!that!had!common!underlying!
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dimensions.!!The!communality!is!the!proportion!of!common!variance!present!in!a!variable.!!A!variable!that!has!no!unique!variance!would!have!a!communality!of!1,!while!variable!that!doesn´t!shares!none!of!it´s!variance!with!any!other!variable!would!have!a!communality!of!0.!(Field,!2013)!
Assessing!Factor!Loadings!To!measure!the!importance!of!a!variable!in!measuring!a!factor,!we!check!the!factor!loadings!for!each!item.!This!makes!it!possible!to!see!the!correlation!between!a!factor!and!a!variable.!The!factor!loading!can!range!from!V1.00!to!1.00,!where!1.00!means!that!an!item!is!perfectly!correlated!with!the!factor.!If!it!shows!0!it!means!that!there!are!no!correlation.!!V1.00!means!that!it!is!perfectly!negatively!correlated.!Since!the!factor!loading!is!a!measurement!of!importance,!we!look!items!that!are!close!to!1.00.(Cochran,!2002;!Field,!2013)((!We!checked!to!see!if!items!used!to!measure!the!dependent!and!independent!variables!loaded!onto!the!correct!factors.!The!initial!Rotated!Factor!Matrix!was!used!to!find!and!manually!remove!items!that!didn´t!loaded!on!any!factors,!more!than!one!factor,!and!all!items!were!loadings!that!were!lower!than!0.5.!This!process!had!to!be!done!three!times!before!we!were!content!with!the!result.!!!In!the!first!round!we!removed!item!CP4!and!C1!(see!item!description!below),!because!they!didn´t!load!on!any!factors.!CO2!and!CCul5!was!removed!because!the!loaded!on!more!than!one!factor.!The!second!round!helped!us!remove!CP1,!CP2,!CP3,!CO1!and!CR2!that!all!had!a!loading!lower!than!0.5.!!In!the!third!round!of!factor!analysis!we!removed!CR1!since!it!loaded!lower!than!0.5,!and!CR3!was!removed!because!it!didn´t!load!on!any!factors.!!This!resulted!in!the!removal!of!a!total!of!eleven!of!twentyVnine!original!items.!All!four!items!that!were!used!to!measure!“Perceived!Competitive!Pressure”!(shortened,!CP1,!CP2,!CP3!and!CP4!in!table)!were!removed.!!Six!items!that!measured!the!“Perceived!Competency”!(shortened!CO1,!CO2,!CCul5,!CR1,!CR2!and!CR3!in!table)!were!removed.!And!one!item!that!was!use!to!measure!“Perceived!Costs”!(shortened!C1!in!table)!was!removed.!!
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Tabell.7.Description.of.removed.measurement.items.
Item. Statement. Removal.
reason.CP1! ”Konkurransemessig!press!er!en!god!grunn!til!å!ta!i!bruk!Facebook!markedsføring.”!! Loading!>!0.5!CP2! ”Vi!bør!ta!i!bruk!Facebook!markedsføring!for!å!unngå!og!tape!markedsandeler!til!våre!konkurrenter.”!! Loading!>!0.5!CP3! ”Vi!bør!ta!i!bruk!Facebook!markedsføring!for!å!følge!med!på!trenden!i!markedet.”!! Loading!>!0.5!CP4! ”Vi!ville!tatt!i!bruk!Facebook!markedsføring!uavhengig!av!konkurransemessig!press!eller!trenden!i!markedet.”!! No!loading!CO1! ”Jeg!syntes!det!er!enkelt!å!bruke!Facebook!sine!markedsføringsverktøy!(Facebook!Pages,!Facebook!Ads)!for!vår!bedrift.”!!
Loading!>!0.5!
CO2! ”Jeg!syntes!at!Facebook!og!andre!sosiale!medier!er!veldig!viktige!markedsføringsverktøy!for!bedrifter.”!! Loaded!on!two!factors!CCul5! ”De!som!er!ansvarlige!for!markedsføring!i!vår!bedrift!tror!at!Facebook!sine!markedsføringsverktøy!kan!være!veldig!nyttig.”!!! Loaded!on!two!factors!CR1! ”Vi!har!gode,!kvalifiserte!og!kompetente!markedsføringsansatte!i!vår!bedrift.”!! Loading!>!0.5!CR2! ”Vi!har!tilstrekkelig!finansielle!ressurser!i!vår!bedrift!til!å!ta!i!bruk”! Loading!>!0.5!CR3! ”Vi!kan!ikke!ta!i!bruk!Facebook!markedsføring!uten!eksperthjelp.”! No!loading!C1! ”Kostnadene!tilknyttet!Facebook!markedsføring!virker!høye.”!! No!loading!!!!! !
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Tabell.8.Total.Variance.Explained.from.SPSS.
Total Variance Explained 
Fact
or 
Initial Eigenvalues 
Extraction Sums of Squared 
Loadings 
Rotation Sums of Squared 
Loadings 
Total 
% of 
Variance 
Cumulati
ve % Total 
% of 
Variance 
Cumulati
ve % Total 
% of 
Variance 
Cumulati
ve % 
1 8.196 45.534 45.534 8.021 44.559 44.559 3.309 18.382 18.382 
2 1.952 10.844 56.378 1.721 9.562 54.122 3.042 16.903 35.284 
3 1.647 9.152 65.530 1.481 8.227 62.349 2.543 14.128 49.412 
4 1.448 8.047 73.576 1.116 6.200 68.549 2.494 13.854 63.265 
5 1.193 6.627 80.204 .964 5.358 73.907 1.590 8.833 72.099 
6 1.001 5.562 85.766 .778 4.321 78.228 1.103 6.130 78.228 
7 .534 2.966 88.732       
8 .355 1.973 90.705       
9 .306 1.701 92.406       
10 .277 1.541 93.947       
11 .255 1.415 95.363       
12 .194 1.080 96.443       
13 .169 .940 97.383       
14 .128 .709 98.092       
15 .126 .697 98.790       
16 .103 .573 99.363       
17 .073 .403 99.766       
18 .042 .234 100.000       
Extraction Method: Principal Axis Factoring. 
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Tabell.9.Rotated.Factor.Matrix.from.SPSS.
Rotated Factor Matrixa 
 
Factor 
1 2 3 4 5 6 
EMA1     .898       
EMA2     .883       
EMA3     .724       
CCul1  .771           
CCul2  .826           
CCul3  .818           
CCul4  .822           
C2         .846   
C3          .866   
C4            .734 
C5           .688 
CC1   .718         
CC2   .856         
CC3   .817         
CC4   .674         
CI1        .627     
CI2        .895     
CI3       .838     
Extraction Method: Principal Axis Factoring.  
 Rotation Method: Varimax with Kaiser Normalization. 
a. Rotation converged in 6 iterations. 
 
 
Relabeling!research!model!adoption!factors!After!the!manual!removal!of!the!eleven!items!we!reVran!the!extraction!and!rotation!process!for!the!remaining!eighteen!items.!!The!principal!factor!analysis!(principal!axis!factoring)!and!Varimax!with!Kaiser!Normalization!rotation!resulted!in!six!factor!with!eigenvalues!over!1.!The!Kaiser´s!criterion!is!the!idea!that!an!eigenvalue!of!1!represent!a!substantial!amount!of!variation,!and!therefor!all!factor!with!eigenvalues!greater!than!1!were!retained.!!This!created!the!Total!Variance!Explained!and!the!Rotated!factor!Matrix,!and!the!result!is!showed!in!the!outputs!above.!!
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Recap,!before!the!factor!analysis!the!original!research!model!consisted!originally!of!four!constructed!factors!that!were!“Perceived!Competitive!Pressure”,!“Perceived!Competency”,!“Perceived!Costs”,!and!“Perceived!Compatibility”.!!!After!the!factor!analysis!we!were!left!with!six!factors!that!we!labeled!“Organization!Culture”,!“Compatibility!with!Company”,!“Facebook!Marketing!Adoption”,!“Compatibility!with!Individual”,!“Cost!of!usage”!and!“Cost!of!adoption”!and!were!slightly!different!from!the!constructed!factors.!!!
Factor(19(Organization(Culture(Items!loading!on!factor!1!were!labeled!“Organization!Culture”.!!There!were!four!items!(Shortened!CCul1,!CCul2,!CCul3!and!CCul4)!loading!on!this!factor.!These!were!originally!items!of!one!of!three!constructs!(“Owner!skill!and!attitude”,!“Organization!Culture”!and!“Organization!Resources”)!that!were!intended!to!capture!the!constructed!factor!“Perceived!Competency”!in!the!research!model.!But!as!showed!earlier!all!items!that!measured!Owner!skill!and!Organization!Resources!was!removed.!!
Tabell.10.Item.Description.Table."Organization.Culture".CCul1! ”Bruk!av!Facebook!sine!markedsføringsverktøy!er!i!samsvar!med!verdiene!i!vår!bedrift.”!CCul2! ”Holdningene!til!våre!ansatte!er!i!samsvar!med!!å!ta!i!bruk!Facebook!markedsføring.”!CCul3! ”Bruk!av!Facebook!som!markedsføringsverktøy!er!i!samsvar!med!det!vi!tror!på!i!vår!bedrift.”!CCul4! ”Væremåten!til!våre!ansatte!er!i!samsvar!med!å!bruke!Facebook!markedsføring.”!!
Factor(29(Compatibility(with(Company(Items!loading!on!factor!2!were!labeled!“Compatibility!with!Company”.!!There!were!four!items!(Shortened!CC1,!CC2,!CC3!and!CC4)!loading!on!this!factor.!This!factor!was!one!of!two!constructs!(“Unsuitable!(company!level)”!and!“Compatibility!(individual)”)!that!are!intended!to!capture!the!constructed!factor!“Perceived!Compatibility”!in!the!research!model.!
.
Tabell.11.Item.Description.Table:."Compatibility.with.Company".CC1! ”Facebook!markedsføring!passer!ikke!våre!produkter!og!tjenester.”!! !
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CC2! ”Facebook!markedsføring!passer!ikke!sammen!med!måten!vi!driver!vår!bedrift!på.”!!CC3! ”Facebook!markedsføring!passer!ikke!sammen!med!måten!vi!kommuniserer!med!våre!kunder!på.”!!CC4! ”Facebook!markedsføring!tilbyr!ingen!fordeler!til!vår!bedrift.”!!!
Factor(3(–(Facebook(Marketing(Adoption(Items!loading!on!factor!3!were!labeled!“Facebook!Marketing!Adoption”.!These!are!all!three!items!(shortened,!EMA1,!EMA2!and!EMA3)!that!were!used!to!measure!the!dependent!variable!“Facebook!Marketing!Adoption”.!!
Tabell.12.Item.Description.Table:."Facebook.Marketing.Adoption".EMA1! ”Vi!bruker!Facebook!sine!markedsføringsverktøy!(som!Facebook!side,!Facebook!annonsering)til!å!kommunisere!med!våre!kunder.”!!EMA2! ”Vi!bruker!Facebook!sine!markedsføringsverktøy!(som!Facebook!side,!Facebook!annonsering)til!å!markedsføre!våre!produkter!og!tjenester.”!!EMA3! ”Vi!har!en!Facebook!side!som!vi!bruker!regelmessig.”!!
Factor(49(Compatibility(with(Company(Items!loading!on!factor!4!were!labeled!“Compatibility!with!Individual”.!There!were!three!items!(shortened!CI1,!CI2!and!CI3)!loading!on!this!factor.!This!factor!was!the!second!of!two!constructs!(“Unsuitable!(company!level)”!and!“Compatibility!(individual)”)!that!are!intended!to!capture!the!constructed!factor!“Perceived!Compatibility”!in!the!research!model.!!
Tabell.13.Item.Description.Table:.".Compatibility.with.Individual".CI1! ”Bruk!av!Facebook!markedsføring!er!helt!forenelig!med!min!nåværende!situasjon.”!!CI2! ”Bruk!av!Facebook!markedsføring!passer!sammen!med!måten!jeg!arbeider.”!!CI3! ”Bruk!av!Facebook!markedsføring!passer!sammen!med!mine!daglige!arbeids!aktiviteter.”!!!
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Factor(5(–(Cost(of(Usage((Items!loading!on!factor!5!were!labeled!“Cost!of!Usage”.!There!were!two!items!(shortened!C2!and!C3)!loading!on!this!factor.!This!factor!was!one!of!two!constructs!(“Perceived!Costs”!and!“Cost”)!that!are!intended!to!capture!the!constructed!factor!“Perceived!Costs”!in!the!research!model.!!
Tabell.14.Item.Description.Table:."Cost.of.Usage".C2! ”For!oss!virker!det!som!at!det!krever!mye!tid!og!penger!for!å!lære!seg!å!bruke!Facebook!sine!markedsføringsverktøy.”!!C3! ”For!oss!virker!det!som!det!krever!mye!vedlikehold!og!at!det!koster!å!være!aktiv!med!Facebook!markedsføring.”!!!
Factor(6(–(Cost(of(Adoption(Items!loading!on!factor!6!were!labeled!“Cost!of!Adoption”.!There!were!two!items!(shortened!C4!and!C5)!loading!on!this!factor.!This!factor!was!the!second!of!two!constructs!(“Perceived!Costs”!and!“Cost”)!that!are!intended!to!capture!the!constructed!factor!“Perceived!Costs”!in!the!research!model.!!
Tabell.15.Item.Description.Table:."Cost.of.Adoption".C4! ”!Vi!ville!implementert!Facebook!markedsføring!til!tross!for!kostnadene!ved!å!ta!det!i!bruk.”!!C5! ”!De!oppfattede!kostnadene!ved!Facebook!markedsføring!påvirker!ikke!vårt!valg!om!å!ta!det!i!bruk.!!!
Cronbach´s!Alpha!reliability!test!There!were!conducted!a!Cronbach´s!Alpha!test!to!examine!the!reliability!of!the!measurement!of!the!new!factors.!Cronbach´s!alpha!is!a!common!measure!of!scale!reliability!and!as!general!guidelines!values!above!0.8!are!considered!good,!above!0.7!are!acceptable!and!below!0.6!indicate!that!there!is!a!problem.!!These!values!can!be!manipulated!if!the!number!of!items!is!large.!(This!is!caused!by!the!construct!of!the!Cronbach´s!Alpha!mathematical!equation.)!!!Thus,!should!not!be!a!problem!in!this!dataset!because!the!number!of!items!is!low!in!every!construct.!!The!reliability!test!for!
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this!dataset!shows!very!good!values,!Cronbach´s!Alpha!>0.8!on!all!factors!except!for!one.!The!factor!“Cost!of!Adoption”!has!a!Cronbach´s!Alpha!value!of!0.67!that!is!just!below!the!acceptable!of!0.7.!This!should!not!cause!a!problem,!but!it!could!indicate!that!the!measurement!items!for!this!factor!is!not!as!understandable!as!with!the!other!constructs.!See!output!below.!!
 
Facebook Marketing Adoption 
Reliability Statistics 
Cronbach's 
Alpha 
N of Items 
.921 3 !
 
Organization Culture 
Reliability Statistics 
Cronbach's 
Alpha 
N of Items 
.949 4 
 
 
Cost of Usage Reliability 
Statistics 
Cronbach's 
Alpha 
N of Items 
.862 2 
 
Cost of Adoption Reliability 
Statistics 
Cronbach's 
Alpha 
N of Items 
.670 2 
 
 
 
Compatibility with Company 
Reliability Statistics 
Cronbach's 
Alpha 
N of Items 
.939 4 
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Compatibility with Individual 
Reliability Statistics 
Cronbach's 
Alpha 
N of Items 
.904 3 
 
 
Statistical!methods!We!ran!a!linear!regression!analysis!to!check!the!relationship!between!the!independent!variables,!and!examine!if!they!had!an!influencing!affect!on!the!dependent!variable!“Facebook!Marketing!adoption”.!Note!that!at!this!point!the!independent!variable!called!“Leadership!Priority”!entered.!!Further!down!are!the!outputs!that!uncover!the!result!of!the!regression!analysis!done!in!IBM!SPSS!21!statistics!software.!The!outputs!listed!are!the!descriptive!statistic,!correlations,!model!summary!that!contains!the!RVsquare,!ANOVA!and!the!coefficients!table.!
Descriptive!statistics!The!sample!consisted!of!115!individuals!that!were!associated!with!Norwegian!health!clubs.!Half!of!them!worked!for!an!independent!health!club!(52%),!while!the!other!half!(48%)!had!an!affiliation!to!a!franchise,!chain!or!a!unit!such!as!Elixia,!Sats,!Fresh!Fitness!EVO!etc.!!!!The!size!of!these!health!clubs!ranged!from!below!500!members!(31%),!between!500!V1000!members!(19%),!between!1000V1500!members!(14%),!between!1500V2000!members!(13%),!between!2000V2500!members!(6%),!between!2500V3000!members!and!to!more!than!3000!members!(13%).!!!Only!11!%!of!the!sample!was!not!in!a!position!with!managerial!influence.!17%!was!an!employee!in!a!management!position.!23%!was!the!chief!executive.!20%!was!the!owner.!A!total!of!28!%!was!both!the!owner!and!the!chief!executive!of!the!health!club.!
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!Out!of!these,!46%!were!women!and!54%!were!male,!which!is!almost!an!equal!ratio.!Most!of!them!had!graduated!from!university!or!college!(62%).!1/3!had!finished!high!school!(32%),!while!6%!only!had!finished!elementary!school.!!The!age!range!was!from!below!twenty!(3%)!to!above!sixty!years!of!age!(6%).!22%!were!in!the!age!group!20V29!years!of!age,!while!almost!2/3!of!the!sample!were!either!between!the!age!of!30V39!(28%)!or!40V49!years!old!(31%).!The!age!group!from!50V59!years!of!age!stood!for!10%!of!the!sample.!!!The!descriptive!statistics!tables!show!the!mean!and!standard!deviation!values!of!the!variables!and!the!total!number!of!responses.!The!table!isn´t!necessary!for!interpreting!the!regression!model,!but!it!could!be!used!to!get!a!quick!overview!of!the!“general!response”!by!the!subject!to!the!factors.!!
Tabell.16.Descriptive.Statistics.from.SPPS.
Descriptive Statistics 
 Mean Std. Deviation N 
Facebook Marketing Adoption 4.3217 .84458 115 
Organization Culture 3.6543 .79719 115 
Cost of Usage 2.5870 .83839 115 
Cost of Adoption 3.2217 .84342 115 
Compatibility with Company 1.9370 .80353 115 
Compatibility with Individual 3.6493 .89164 115 
Leadership Priority 1.77 .806 115 !!
Correlations!The!correlations!matrix!is!a!very!helpful!table!to!get!an!overview!of!the!relationship!between!the!predictors!ant!the!outcome.!The!Pearson´s!correlation!coefficient,(r,!is!a!measure!of!the!strength!of!relationship!between!two!variables.!The!effect!size!measure!is!constrained!to!range!from!0!and!1!(V1).!O!means!that!it!has!no!effect,!while!1!means!that!it!has!a!perfect!effect,!or!perfectly!correlated.!When!the!correlation!coefficient!is!negative;!the!relationship!of!two!variables!is!either!negatively!associated!with!each!
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other.!Or,!that!the!items!are!measured!with!a!reversed!phrasing.!!Reversed!phrased!items!are!important!for!reducing!response!bias,!because!it!forces!the!subjects!to!pay!closer!attention!to!the!questions.!It!doesn´t!affect!the!results!in!the!factor!analysis,!but!it!may!look!confusing!in!the!correlation!matrix.!(Field,!2013)!!According!to!Cohen!(1988,1992),!correlation!values!ranging!from!0.10!V!0.30!have!small!effect,!0.30V0.50!have!a!medium!effect,!and!from!0.50!an!upwards!have!a!large!effect.!The!output!also!shows!the!oneVtailed!significance!of!each!correlation.!A!correlation!is!significant!if!p>.001.!This!correlation!matrix!is!also!useful!to!do!a!preliminary!look!for!multicollinearity.!Substantial!correlation!(r>0.9)!could!indicate!that!there!is!a!problem!with!multicollinearity.!(Field,!2013)!!!The!results!of!the!correlations!show!us!that!there!are!no!preliminary!signs!of!collinearity.!(Note:!We!take!a!closer!look!at!multicollinearity!in!the!regression!analysis!when!checking!the!VIF!values!for!each!predictor.)!The!highest!correlation!that!is!significant!(r=V.639,!p>.001)!is!between!“Compatibility!with!Company”!and!“Organization!Culture”.!Despite!the!significance!of!this!correlation!and!they!might!be!somewhat!similar!of!what!they!measure,!is!the!coefficient!(r=V639)!not!large!enough!to!fear!multicollinearity!(r>.9).!The!reversed!phrased!measurement!of!the!items!is!most!likely!the!cause!of!the!negative!correlation.!!From!the!correlation!matrix!we!see!the!effect!the!independent!variables!has!on!the!dependent!variable.!“Organization!Culture”!is!significant!and!has!a!medium!effect!(r=!.474,!p=!.001)!on!“Facebook!Marketing!Adoption”.!“Cost!of!Usage”!(r=!V.170,!p=.035)!and!“Cost!of!Adoption”!(r=!.160,!p=.044)!have!a!small!effect!and!are!both!insignificant.!“Compatibility!with!Company”!has!a!large!effect!and!is!also!significant!(r=V!.520,!p=0.001).!(The!reversed!phrased!measurement!of!the!items!is!most!likely!the!cause!of!the!negative!correlation.)!“Compatibility!with!Individual”!is!significant!and!has!a!medium!effect!(r=382,!p=0.001).!The!independent!variable,!“Leadership!Priority”!is!significant!and!has!a!medium!effect!on!the!dependent!variable!(r=V.369,!p=.001).!(Here!as!well,!the!reversed!phrased!measurement!of!the!items!is!most!likely!the!cause!of!the!negative!correlation.!!
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We!probably!should!have!reversed!the!way!in!which!the!items!for!“Compatibility!with!Company”!and!“Leadership!Priorities”!were!scored,!but!this!was!not!done.!!!
Tabell.17.Correlations.matrix.from.SPPS.
Correlations 
 
Facebook 
Marketing 
Adoption 
Organization 
Culture 
Cost 
of 
Usage 
Cost of 
Adoption 
Compatibility 
with 
Company 
Compatibility 
with 
Individual 
Leadership 
Priority 
Pearson 
Correlation 
Facebook 
Marketing 
Adoption 
1.000 .474 -.170 .160 -.520 .382 -.369 
Organization 
Culture 
.474 1.000 -.104 .179 -.639 .578 -.375 
Cost of 
Usage 
-.170 -.104 1.000 -.189 .298 -.143 .140 
Cost of 
Adoption 
.160 .179 -.189 1.000 -.149 .110 -.255 
Compatibility 
with 
Company 
-.520 -.639 .298 -.149 1.000 -.590 .475 
Compatibility 
with 
Individual 
.382 .578 -.143 .110 -.590 1.000 -.506 
Leadership 
Priority 
-.369 -.375 .140 -.255 .475 -.506 1.000 
Sig. (1-
tailed) 
Facebook 
Marketing 
Adoption 
. .000 .035 .044 .000 .000 .000 
Organization 
Culture 
.000 . .135 .028 .000 .000 .000 
Cost of 
Usage 
.035 .135 . .022 .001 .064 .068 
Cost of 
Adoption 
.044 .028 .022 . .056 .121 .003 
Compatibility 
with 
Company 
.000 .000 .001 .056 . .000 .000 
Compatibility 
with 
Individual 
.000 .000 .064 .121 .000 . .000 
Leadership 
Priority 
.000 .000 .068 .003 .000 .000 . 
N Facebook 
Marketing 
Adoption 
115 115 115 115 115 115 115 
Organization 
Culture 
115 115 115 115 115 115 115 
Cost of 
Usage 
115 115 115 115 115 115 115 
Cost of 
Adoption 
115 115 115 115 115 115 115 
Compatibility 
with 
Company 
115 115 115 115 115 115 115 
Compatibility 
with 
Individual 
115 115 115 115 115 115 115 
Leadership 
Priority 
115 115 115 115 115 115 115 
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!!
Regression!analysis!Multiple!regression!analysis!is!used!to!look!at!the!relationship!between!several!independent!variables!impact!one!dependent!variable.!Defined!by!Zikmund!as:!“An!analysis!of!association!in!which!the!effects!of!two!or!more!independent!variables!on!a!single,!intervalVscaled!or!ratioVscaled!dependent!variable!are!investigated!simultaneously”.!(Zikmund,!2003)!!The!Model!Summary!output!describes!the!overall!model.!The!important!thing!we!look!at!here!is!the!RVsquare!value!and!adjusted!RVsquared!value.!!The!RVsquare!is!a!measure!of!how!much!of!the!variability!in!the!outcome!is!accounted!for!by!the!independent!variables!in!the!sample.!While!the!Adjusted!RVsquare!is!used!to!see!how!well!the!model!generalizes!to!the!population.!Ideally!we!want!to!see!these!values!to!be!the!same,!or!as!close!to!as!possible.!!(Field,!2013)!!The!result!of!the!regression!model!shows!that!the!RVsquare!value!is!0.321,!meaning!that!32.1%!of!the!variance!in!“Facebook!Marketing!Adoption”!is!explained!by!the!model.!The!Adjusted!RVsquare!is!0.283.!This!shrinkage!from!32.1%!to!28.3%!tells!us!that!there!would!only!be!approximately!3.8%!less!variance!in!the!outcome!if!the!model!were!derived!from!the!population!rather!than!a!sample.!Meaning!that!28.3%!of!the!dependent!variable!is!explained!by!the!independent!variables.!!The!ANOVA!table!is!used!to!test!whether!the!model!is!significantly!better!at!predicting!the!outcome!than!using!the!mean!as!predictor.!If!a!model!is!good,!it!will!be!significant!while!the!mean!square!of!the!model!is!large!and!the!residual!mean!square!is!small.!This!should!cause!the!FVratio!to!be!at!least!greater!than!1.!(Field,!2013)!!!The!result!of!running!the!linear!regression!tells!us!that!the!FVvalue!is!8.517and!that!the!model!is!significant!(Sig.!F!Change,!>0.001).!!This!result!means!that!the!model!significantly!improve!our!ability!to!predict!Facebook!Marketing!Adoption!than!using!means!as!the!best!guess.!!!
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Tabell.18.Model.Summary.from.SPSS.
Model Summary 
Model R 
R 
Square 
Adjusted 
R Square 
Std. Error 
of the 
Estimate 
Change Statistics 
R 
Square 
Change 
F 
Change df1 df2 
Sig. F 
Change 
1 .567a .321 .283 .71492 .321 8.517 6 108 .000 !
a. Predictors: (Constant), Leadership Priorities, Cost of Usage, Cost of Adoption, 
Organization Culture, Compatibility with Individual, Compatibility with Company 
 
 
 
Tabell.19.ANOVA.from.SPSS.
ANOVAb 
Model 
Sum of 
Squares df Mean Square F Sig. 
1 Regression 26.118 6 4.353 8.517 .000a 
Residual 55.200 108 .511   
Total 81.318 114    
a. Predictors: (Constant), Leadership Priorities, Cost of Usage, Cost of Adoption, 
Organization Culture, Compatibility with Individual, Compatibility with Company 
b. Dependent Variable: Facebook Marketing Adoption 
 
 
 The!Coefficients!table!is!used!for!analyzing!the!parameters!of!the!model.!It!gives!us!the!opportunity!to!assess!the!contribution!of!the!independent!variables!on!the!dependent!variable!individually.!The!estimates!of!the!bVvalues!are!an!indication!of!the!relative!contribution!of!each!predictor!to!the!model.!To!determine!the!importance,!we!see!if!each!predictor!has!made!a!significant!contribution!to!predicting!the!dependent!variable!by!looking!at!the!column!labeled!Sig.!Values!less!than!.05!are!significant.!(Field,!2013)!!!!Our!research!finds!that!“Organization!Culture”!is!significant!(b=!.236,!Sig!>.05)!and!
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is!positively!associated!with!“Facebook!Marketing!Adoption”.!!“Compatibility!with!Company”!is!also!significant!(b=V.317,!Sig>.05),!but!the!bVvalue!indicates!a!negative!association!to!“Facebook!Marketing!Adoption”.!The!possible!reason!for!this!is!that!the!items!used!to!measure!had!reversed!phrasing!in!the!questionnaire.!Therefor,!It!would!most!likely!have!been!a!positive!association!between!the!predictor!and!the!outcome!variable!if!the!scores!were!reversed.!There!were!no!other!significant!parameters!that!contribute!to!predicting!“Facebook!Marketing!Adoption”.!!!The!Coefficient!table!is!also!used!to!check!for!multicollinearity.!Multicollinearity!between!predictors!makes!it!difficult!to!asses!the!individual!importance!of!a!predictor.!We!use!the!Collinearity!Statistics!columns!to!check!the!VIF!values!and!the!tolerance!statistics.!According!to!Bowerman&O´Connel!(1990)!and!Menard!(1995)!VIF!values!should!be!less!than!10,!and!the!tolerance!value!above!0.2.!(Field,!2013)!!The!values!in!the!collinearity!statistics!output!indicates!that!we!don´t!have!a!problem!with!multicollinearity.!The!VIF!values!are!all!lower!than10!and!the!tolerance!statistics!higher!than!0.2.!!!
 
Tabell.20.Coefficients.matrix.from.SPSS.
Coefficientsa 
Model 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig. 
Correlations 
Collinearity 
Statistics 
B Std. Error Beta 
Zero-
order Partial Part Tolerance VIF 
1 Facebook 
Marketing 
Adoption 
4.269 .753 
 
5.668 .000 
     
Organization 
Culture 
.236 .117 .222 2.012 .047 .474 .190 .160 .515 1.943 
Cost of Usage -.032 .085 -.032 -.379 .706 -.170 -.036 -
.030 
.873 1.146 
Cost of Adoption .036 .084 .036 .433 .666 .160 .042 .034 .895 1.117 
Compatibility 
with Company 
-.317 .124 -.301 -
2.555 
.012 -.520 -.239 -
.203 
.452 2.211 
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Compatibility 
with Individual 
.002 .103 .002 .021 .983 .382 .002 .002 .528 1.894 
Leadership 
Priority 
-.133 .102 -.127 -
1.309 
.193 -.369 -.125 -
.104 
.664 1.506 
a. Dependent Variable: Facebook Marketing Adoption 
 
 
 Here!is!a!short!summary!of!the!multiple!regression!analysis.!The!model!is!significant!(Sig.!F!Change,!>0.001)!and!the!model!can!explain!28%!(Adjusted!RVsquared!.283)!of!the!variance!of!the!population.!There!are!two!independent!variables!that!have!significant!influence!on!the!“Facebook!Marketing!Adoption”,!these!are!“Organization!Culture”!(b= .236, Sig >.05) and!“Compatibility!with!Company”!(b=-
.317, Sig>.05).!!There!are!no!signs!of!multicollinearity.!Below!is!a!summary!table.!!
Tabell.21.Regression.analysis.summary.
Variable. Adj..RXsquared. Correlation. Beta. Sig.. VIF.Facebook!Marketing!Adoption! .283! ! 4.269! .000! !Organization!Culture! ! .474! .236! .047! 1.943!Cost!of!Usage! ! V.170! V.032! .706! 1.146!Cost!of!Adoption! ! .160! .036! .666! 1.117!Compatibility!with!Company! ! V.520! V.317! .012! 2.211!Compatibility!with!Individual! ! .382! .002! .983! 1.894!Leadership!Priority! ! V.369! V.133! .193! 1.506!!! !
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Discussion!
This(section(will(be(used(to(report(on(the(hypothesis(of(the(research(model.(With(the(help(
from(the(research(results,(analysis(and(literature(review(we(discuss(what(influences(
Norwegian(health(clubs(to(adopt(social(media(marketing(with(Facebook.(!
Hypothesis!discussion!
Perceived!Competitive!Pressure!K!Discarded!H1:!Perceived!Competitive!Pressure!influence!Norwegian!health!clubs!adoption!of!Social!Media!Marketing!with!Facebook.!!!The!results!of!the!data!analysis!failed!to!show!that!“Perceived!Competitive!Pressure”!influenced!the!use!of!social!media!marketing!with!Facebook!among!Norwegian!health!clubs.!All!item!Items!used!to!measure!the!construct!was!removed!as!early!as!in!the!factory!analysis.!Consequently,!discarding!H1.!Our!results!support!Sadowski!et!al.!(2002)!that!found!that!competitive!pressure!was!not!an!influencing!factor!to!the!strategic!use!and!adoption!of!the!Internet!by!SMEs!in!multiple!industries.!(Sadowski!et!al.,!2002)!!!!However,!the!result!contradicts!the!findings!from!other!studies.!Daniel&!Wilson!(2002)!found!that!the!main!driver!for!eVcommerce!adoption!among!small!and!medium!sized!enterprises!was!to!respond!to!competitive!pressure.!!ElVGohary,!also!measured!competitive!pressure!and!concluded!that!this!was!part!of!the!external!factors!that!had!a!significant!impact!on!eVmarketing!adoption.!While!Grandon!&!Pearson!found!external!pressure!to!be!the!second!most!important!eVcommerce!adoption!factor.!(Daniel!&!Wilson,!2002;!ElVGohary,!2012;!Grandon!&!Pearson,!2004)!!!Possible!explanations!for!this!could!be!the!type!of!industry!or!the!dependent!variable!that!was!researched;!ElVGohary!researched!small!tourism!firms!in!Egypt.!The!travel!industry!has!gone!through!substantial!changes!since!the!introduction!of!the!Internet.!(Online!booking,!dedicated!search!engines!for!hotel!and!flights!etc.)Consequently,!for!
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health!clubs!Facebook!marketing!could!be!labeled!as!an!opportunity,!while!EVmarketing!a!in!the!tourism!industry!a!necessity!to!survive.!!!While!in!the!articles!of!Daniel!&!Wilson!and!Grandon!&!Pearson,!they!researched!the!influence!competitive!pressure!had!one!EVcommerce.!Adoption!of!EVcommerce!could!mean!that!a!company!would!have!to!change!the!entire!business!model.!While!adopting!social!media!marketing!with!Facebook!is!a!simple!technique!in!a!greater!communication!strategy.!Meaning,!that!a!company!would!see!a!change!in!a!competitors!business!model!as!more!critical!strategy!ploy,!than!how!competitors!decide!to!communicate!with!existing!and!potential!customers.!!!
Perceived!Competency!–!Split!and!partially!supported!H2:!Perceived!Competency!influence!Norwegian!health!clubs!adoption!of!Social!Media!Marketing!with!Facebook.!!!Our!analysis!of!the!data!gives!us!partial!support!for!H2.!The!aggregated!construct!“Perceived!Competency”!was!originally!measured!based!on!items!from!three!different!variables,!labeled!“Owner!Skill!and!Attitude”,!“Organization!Culture“!and!“Organization!Resources”.!However,!items!measuring!!“Owner!Skill!and!Attitude”!and!“Organization!Resources”!were!removed!during!the!factor!analysis.!This!is!result!is!again!similar!to!that!was!found!about!strategic!use!of!the!Internet!in!2002;!It!was!found!that!skills!and!experience!was!not!a!concern!by!SMEs!(Sadowski!et!al.,!2002).!!!The!extraction!of!items!left!us!with!four!items!that!made!us!reVlabel!the!factor!“Perceived!Competency”!as!“Organization!Culture”!in!the!purpose!of!the!analysis.!The!result!of!the!regression!analysis!showed!that!“Organization!Culture”!had!a!significant,!positive!relationship!with!“Facebook!Marketing!Adoption”.!!!The!result!about!”Organization!Culture”!supports!other!studies;!Research!done!by!McFarland!&!Hamilton!in!2006!found!that!technology!usage!is!strongly!influenced!by!contextual!variables!such!as!organizational!support!in!diverse!industries.!De!Valck!found!that!the!attitudes!of!colleagues!to!be!vey!important.(de!Valck!et!al.,!2009)!(McFarland!&!Hamilton,!2006)!Grandon!&!Pearson!(2004)!found!that!organizational!readiness!is!the!
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most!important!influencing!factor!to!eVcommerce!adoption.!(Grandon!&!Pearson,!2004)!It!is!also!supported!by!ElVGohary,!that!found!that!internal!factors!such!as!Organization!Culture!to!have!significantly!affect!on!EVmarketing.!(ElVGohary,!2012)!!However,!simultaneously!(as!mentioned)!two!of!the!variables!that!laid!the!foundation!of!ElVGoharys!internal!factors!were!removed.!!The!removal!of!“Owner!Skill!and!Attitude”!and!“Organization!Resources”!contradicts!the!significant!findings!of!ElVGohary!in!the!tourism!industry.!It!contradicts!other!researchers!as!well:!In!a!study!about!the!adoption!of!social!media!among!B2B!companies,!they!found!that!the!third!most!important!barrier!was!that!the!staff!was!not!capable.!(Michaelidou!et!al.,!2011)!The!lack!of!IT!expertise!of!staff!was!one!of!three!main!barriers!for!eVcommerce!adoption!in!Australian!SMEs.(Ahearne!et!al.,!2007)!!!A!possible!explanation!for!this!could!be!that!Facebook!marketing!doesn´t!perceive!to!require!the!same!amount!of!skills!and!expertise!as!with!the!adoption!of!eVcommerce.!Most!adults!use!social!media!sites!such!as!Facebook,!regularly!in!their!personal!lives.!(73%!of!all!online!adults!have!a!profile!on!at!least!one!social!media!site)(Aaron!Smith,!2014).!But!we!assume!that!it!is!not!normal!for!regular!adults!to!handle!and!operate!an!EVcommerce!site!on!a!daily!basis.!Making!the!“Owner!Skill!and!Attitude”!or!“Organization!Resources”!more!relevant!for!adopting!an!eVcommerce!site,!and!less!relevant!for!adopting!a!Facebook!Page,!especially!since!it!is!operated!in!very!a!similar!way!as!their!personal!Facebook!profile.!(Facebook,!2012c)!!It!could!also!be!due!to!the!context!of!the!research.!Norway!is!a!country!with!high!eVreadiness;!with!a!wide!spread!adoption!of!the!Internet,!eVcommerce!and!social!media!sites,!Norwegians!are!in!general!quick!to!adopt!new!technology!compared!to!other!countries.!A!British!news!article!reported!as!late!as!in!2013!that!“Norway(has(emerged(as(
the(most(advanced(nation(in(the(world(in(terms(of(consumer(adoption(of(digital(media”!(I.!Darby,!2013).!If!technology!adoption!is!expected,!social!media!usage!simply!becomes!a!minimum!standard.!Such!situations’!creates!little!variance!in!terms!of!skill!and!organization!resources.!!!
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Perceived!Costs!–!Split!and!rejected!H3:!Perceived!Costs!influence!Norwegian!health!clubs!adoption!of!Social!Media!Marketing!with!Facebook.!!The!factor!analysis!showed!us!that!the!“Perceived!Costs”!should!be!split!into!two!factors.!These!were!label!!“Cost!of!Adoption”!and!“Cost!of!Usage”.!But!still,!neither!of!the!predictors!had!a!significant!impact!on!the!outcome!variable.!This!means!that!“Perceived!Costs”!did!not!influence!Norwegian!health!clubs!adoption!of!social!media!marketing!with!Facebook.!Consequently,!rejecting!H3.!!!Our!result!contradicts!Gilmore!et!al!(2007)!that!found!the!main!barriers!to!EVmarketing!to!be!lack!of!time,!financial!constraints!and!human!resources.!(Gilmore!et!al.,!2007)!It!also!challenges!Lawson!et!al!(2003)!who!found!that!the!cost!of!consultants!was!on!of!three!barriers!that!affected!adoption!of!eVcommerce.(Lawson,!Alcock,!Cooper,!&!Burgess,!2003)!!Possible!explanation!for!our!contradicting!results!could!lie!in!the!survey!data.!Our!survey!data!indicates!that!66%!of!the!health!clubs!have!the!necessary!financial!resources,!62%!have!qualified!and!competent!marketing!employees!and!that!55%!of!subject’s!thinks!it!require!little!time!and!money!to!learn!Facebook!marketing.!A!total!of!80%!of!the!subjects!of!our!study!reported!that!they!find!it!easy!to!use!Facebook!marketing!tools,!and!70%!says!they!could!implement!it!without!expert!help.!!An!additional!thought!for!why!“Cost!of!Adoption!”!don´t!have!significant!influence!on!Facebook!Marketing!Adoption!could!be!that!Facebook!Pages!is!a!free!service.(Facebook,!2012a)!Facebook!makes!it!possible!for!anybody!to!try!and!use!their!services!without!a!budget.!It!it’s!a!“free,!DIY!service!(“do!it!yourself”)!with!no!pressure!from!salespeople”.!When!it!comes!to!the!factor!“Cost!of!Usage”!as!an!insignificant!predictor;!managers!are!in!complete!control!of!their!budgets.!The!owner/manager!alone!determines!the!“Cost!of!Usage”.!There!are!no!minimum!requirements!for!spending!money!on!advertisement,!and!no!requirements!for!“posting!content”!either.!This!is!sole!up!to!the!health!club!owner/manager!themselves!to!determine!the!level!of!activity.!Since!“Organic!reach”!(also!recognized!as!“eWOM”,!electronic!Word!of!Mouth)!of!content!is!free.!Only!“paidVpromotion”!(Usage!of!Facebook!Ads)!cost!money(Center,!2014f).!This!means!that!a!
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company!can!adopt!it,!but!don´t!have!to!spend!any!money!or!time!on!Facebook,!unless!they!see!the!opportunity!themselves.!!
Perceived!Compatibility!–!Split!and!partially!supported!H4:!Perceived!Compatibility!influence!Norwegian!health!clubs!adoption!of!Social!Media!Marketing!with!Facebook.!!!The!constructed!factor!“Perceived!Compatibility”!was!based!on!two!concepts:!One!of!them!was!on!the!individual!level,!while!the!other!was!on!the!company!level.!“Perceived!Compatibility”!on!the!individual!level,!was!positively!associated,!but!was!not!found!significant.!“Perceived!Compatibility”!on!company!level!had!a!significant!influence!on!“Facebook!Marketing!Adoption”.!Reversed!phrasing!caused!the!betaVvalues!to!be!negative,!making!us!assume!that!“Perceived!Compatibility”!on!company!level!is!positively!associated!with!Facebook!Marketing!Adoption.!Making!“Perceived!Compatibility!with!Company”!an!influencing!factor!for!technology!adoption.!Thus,!partially!supporting!H4.!Our!result!is!in!line!with!the!significant!findings!of!other!technology!adoption!studies!that!researched!the!importance!compatibility,!suitability!and!relevance!on!company/industry!level;!(Michaelidou!et!al.,!2011),!(Daniel,!2003;!MacGregor!&!Vrazalic,!2005),!(Morteza!Ghobakhloo,!2013),!(Kendall!et!al.,!2001),!and!(Sadowski!et!al.,!2002)!!!The!insignificant!results!for!the!variable!on!individual!level”!contradict!the!ElVGoharys!results;!that!“Compatibility”!has!a!significant!affect!on!EVmarketing!adoption.!(ElVGohary,!2012)!This!is!interesting!because!our!variableVmeasurementVitems!were!adapted!from!this!particular!research,!which!again!was!part!of!the!reasoning!to!not!include!“Perceived!Usefulness”!in!our!research!model.!This!factor!was!removed!from!the!final!research!model!in!fear!of!multicollinearity!between!factors.!Our!aggregated!factor!“Perceived!Compatibility”!on!individual!level!is!similar!to!the!wellVestablished!factor!“Perceived!Usefulness”.!They!are!similar!in!the!sense!that!they!look!at!the!individuals!work!situation.!!So,!with!great!caution,!our!results!could!by!some!chance!contradict!the!Technology!Acceptance!Model!factor,!“Perceived!Usefulness”.!If!we!dared!to!compare!the!two!factors,!our!results!would!contradict!most!of!the!articles!analyzed!for!this!thesis!that!used!and!found!“Perceived!Usefulness”!significant!in!their!particular!research.!Such!
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as:!(McFarland!&!Hamilton,!2006),!(King!&!He,!2006),!(Schepers!&!Wetzels,!2007),!(Lederer!et!al.,!2000;!Moon!&!Kim,!2001),!(Wöber!&!Gretzel,!2000)etc.!!!One!explanation!for!our!contradicting!result!could!be!that!Facebook’s!marketing!tools;!don´t!help!with!improving/solving!owner/managers!existing!daily!work!tasks!that!was!there!prior!to!the!technology.!“The!solution!came!with!the!problem”:!Meaning!that!social!media!marketing!technologies!such!as!Facebook!only!gave!health!club!owner/managers!another!set!of!work!tasks,!increased!marketing!complexity!and!communication!requirements.!!
Perceived!Leadership!Priorities!K!Rejected!H5:!Perceived!Leadership!Priorities!influence!Norwegian!health!clubs!adoption!of!Social!Media!Marketing!with!Facebook.!!The!results!from!the!analysis!show!that!the!“imposed”!factor!called!“Leadership!Priorities”!did!not!influence!Facebook!Marketing!Adoption.!It!was!negatively!associated!and!was!not!significant.!Consequently,!rejecting!H5.!This!outcome!contradict!(Spencer!et!al.,!2012)!that!found!that!Leadership!is!the!most!critical!to!technology!acceptance!in!ownerVmanaged!small!firms.!!A!possible!explanation!for!this!is!in!how!the!data!was!collected.!Spencer!at.!al!performed!qualitative!inVdepth!interviews!with!the!ownerVmanagers,!focusing!on!categorizing!and!developing!new!leadership!typologies.!While!the!particular!factor!in!our!study!was!formulated!and!measured!specifically!for!this!thesis.!!!The!insignificant!result!from!the!data!analysis!could!possible!due!to!the!measurement!of!the!factor.!The!prioritization!tool!called,!“The!important/urgent!matrix”(Covey,!2011)!was!helpful!to!grasp!the!idea;!that!“leaders!might!find!social!media!important,!but!not!urgent”.!!But!in!hindsight!is!it!clearer!that!it!should!not!been!used!to!formulate!the!survey!question.!Meaning!that!it!is!probably!a!great!tool!for!prioritizing,!but!not!as!academic!measurement!tool.!Therefor,!it!is!important!to!understand!that!rejecting!the!hypothesis!doesn´t!prove!that!a!leaders!priorities!doesn´t!affect!adoption!of!Facebook!marketing!among!Norwegian!health!clubs.!!
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Discussion!Summary!In!this!thesis!there!were!made!five!hypotheses!about!factors!that!might!influence!social!media!marketing!adoption!with!Facebook!among!Norwegian!health!clubs.!H2!and!H4!were!partially!supported.!!H1!was!discarded.!H3!and!H5!were!rejected.!!
• H1:!Perceived!Competitive!Pressure!as!an!influencer!was!discarded!during!the!factor!analysis.!!!
• H2:!Many!of!the!items!that!measured!Perceived!Competency!was!extracted!during!the!factor!analysis.!It!required!labeling!the!remaining!items!“Organization!Culture”,!which!proved!to!be!a!significant!factor.!Thus,!partially!supporting!H2.!!
• H3:!Perceived!Cost!was!split!during!the!factor!analysis!into!the!factors!“Cost!of!Adoption”!and!“Cost!of!Usage”,!but!H3!was!rejected!because!none!of!these!were!significant.!!!
• H4:!Perceived!Compatibility!was!split!into!company!and!individual!level,!and!were!partially!supported!because!the!factor!Items!measuring!compatibility!on!company!level!proved!to!be!statistically!significant.!Items!used!to!measure!Compatibility!on!individual!level!were!removed!during!factor!analysis.!!!
• H5:!Leadership!Priority!was!rejected!because!the!influence!was!insignificant.!
Tabell.22.Hypothesis.result.summary.
Hypothesis. Status.H1V!Perceived!Competitive!Pressure! Discarded!H2!–Perceived!Competency! Split,!partially!supported!H3!–Perceived!Cost! Split,!rejected!H4!–!Perceived!Compatibility! Split,!partially!supported!H5!–!Leadership!Priority! Rejected!!!! !
! 77!
Conclusion!
The(final(chapter(provides(the(key(findings(in(the(thesis.(This(is(illustrated(in(a(conceptual(
framework,(before(stating(the(contributions,(limitations(and(implications(of(the(study.(!!!The!goal!of!this!research!was!to!learn!more!about!social!media!as!a!business!strategy!among!owner/managers!in!small!and!medium!sized!businesses.!Were!the!main!purpose!was!to!explore!the!adoption!factors!that!lead!to!actual!usage!of!social!media!marketing.!The!reason!for!this!is!that!social!media!sites!such!as!Facebook!have!created!a!communication!platform!for!people,!and!at!the!same!time!a!marketing!platform!for!businesses!that!is!equally!available!for!companies!of!all!sizes!and!budgets.!!!!The!research!question!was!formulated:!“What!factors!influences!adoption!of!social!media!marketing!with!Facebook!among!Norwegian!health!clubs?”!!A!literature!review!was!conducted!to!be!able!to!answer!the!research!question.!!We!were!able!to!find!and!analyse!several!articles!that!researched!technology!adoption!and!acceptance!among!small!and!medium!sized!businesses.!Most!of!the!articles!in!the!literature!review!focused!on!the!strategic!use!of!the!Internet,!eVcommerce!and!eVmarketing.!Few!were!about!the!adoption!or!strategic!use!of!social!media,!but!there!is!accessible!literature!about!topics!such!as;!eWOM,!Internet!marketing,!social!networking!sites,!virtual!communities,!online!forums,!etc.!These!articles!were!used!to!establish!a!link!between!technology!adoption!and!social!media.!!It!laid!the!theoretical!foundation!about!social!media!marketing!and!the!broadly!clustered!adoption!factors!that!became!the!basis!of!the!research!model.!!!The!original!research!model!consisted!of!five!independent!variables,!labelled!“Perceived!Competitive!Pressure”,!Perceived!Competency”,!“Perceived!Costs”,!“Perceive!Compatibility”!and!“Leadership!Priority”!and!one!dependent!variable!that!was!labelled!“Facebook!Marketing!Adoption”.!The!fiveVassociated!hypothesis!was!empirically!tested!using!a!quantitative!descriptive!method.!Targeting!owner/managers!associated!with!Norwegian!health!clubs,!a!total!of!115!individuals!completed!the!eVmail!distributed!questionnaire.!
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!Surprisingly,!we!were!unable!to!find!significant!association!for!many!of!the!variables!in!the!research!model.!The!analysis!of!data!reveals!that!researcher!have!to!reVevaluate!assumptions!about!social!media!adoption.!!!The!key!findings!of!the!thesis!were!two!factors!that!had!statistically!significant!influence!on!the!dependent!variable.!!The!independent!variables!were!labeled!“Organization!Culture”!and!“Compatibility!with!Company.”!These!results!indicate!that!Norwegian!health!clubs!adoption!of!social!media!marketing!with!Facebook!is!influenced!by!their!organization!culture!and!the!perceived!compatibility!with!company.!!The!key!findings!are!illustrated!in!the!figure!below.!!!!
!
Figur.11.Conceptual.framework.with.significant.relationships.!The!figure!above!shows!the!conceptual!framework!after!the!analysis!and!discussion.!It!indicates!the!relationship!between!the!independent!variables!and!the!dependent!variable.!The!dependent!variable!is!labelled!“Facebook!Marketing!Adoption”!while!the!independent!variables!are!labeled!“Organization!Culture”!and!“Compatibility!with!Company”.!!
Facebook!Marketing!Adoption!
Organization!Culture! Compatibility!with!Company!
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Contributions!This!thesis!adds!to!the!limited!amount!of!quantitative!research!that!focuses!on!marketing!adoption!in!a!social!media!environment!from!a!business!owner/managers!perspective.!Similar!studies!typically!analyzed!adoption!of!the!Internet,!eVcommerce!and!internal!ITVsystems!(CRM).!The!few!studies!that!were!found!to!investigate!management!perspective!about!using!social!media!as!part!of!a!business!strategy!were!for!the!most!part!exploratory!qualitative!studies.!Quantitative!studies!that!researched!social!media!marketing!looked!at!the!consumers’!perspective!and!their!attitudes!towards!advertisement!in!the!medium.!!!The!choice!of!industry!and!the!Norwegian!setting!is!also!a!contribution!to!the!pool!of!technology!adoption!factor!research.!The!results!from!the!particular!study!could!provide!some!new!insights!about!the!context,!since!most!of!the!studies!were!conducted!in!countries!such!as!US!and!UK!and!none!analyzed!health!clubs.!!Other!contributions!rather!than!choice!of!setting,!comes!from!the!actual!results!from!the!analysis.!We!found!that!“Organization!Culture”!and!perceived!“Compatibility!with!Company”!is!significant!adoption!factors!when!it!comes!to!adoption!of!Facebook!marketing!among!Norwegian!health!clubs.!We!got!clear!indications!that!the!factor!“Compatibility”!should!be!separated!and!measured!as!two!individual!variables,!on!the!individual!level!and!the!company!level.!We!also!discovered!that!the!factor!of!“Cost”!associated!to!adoption!of!social!media!marketing,!should!be!split!into!two!separate!variables!that!could!be!labeled!“Cost!of!Adoption”!and!“Cost!of!Usage”.!Though!it!didn´t!have!strong!impact,!nor!was!significant!in!our!study,!it!could!be!relevant!for!others.!!!
Limitations!There!are!limitations!to!this!research,!and!the!results!should!therefor!only!be!generalized!in!the!broad!context!of!the!Norwegian!health!club!industry.!First,!the!context!of!the!specific!industry!we!find!some!concerns!that!could!question!the!ability!to!generalize!the!findings.!This!is!due!to!that!the!industry!as!a!whole!and!our!sample!ranges!from!small!independent,!often!local!health!clubs,!to!health!clubs!that!are!a!unit,!subdivision!or!a!franchise!of!a!large!corporation.!Second,!there!might!be!limiting!
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guidelines!for!how!manager/owners!of!health!clubs!are!allowed!to!operate,!and!therefor!limiting!their!ability!to!use!the!medium.!In!a!conversation!with!a!health!club!franchiseVmanager,!we!were!made!aware!that!nobody!was!allowed!to!communicate!on!the!behalf!of!the!health!club!in!any!other!way!than!in!conversations!that!found!place!a!the!gym.!This!would!clearly!affect!the!usage!of!social!media!as!a!conversation!channel,!and!we!do!not!know!how!many!of!our!respondents!that!is!limited!by!this.!There!were!no!quantitative!control!variables!for!this!in!the!survey,!there!were!only!an!openVended!question!that!allowed!respondents!to!comment!or!give!feedback.!!A!third!critical!limitation!of!the!research!is!about!the!measurement!of!the!variables.!In!a!pursuit!to!keep!survey!short!and!precise;!researcher!removed,!combined!and!added!measurement!items!to!already!established!constructs.!!Removing!less!relevant!aspects!of!measurement!was!done!to!fit!the!questionnaire!to!the!concrete!context!and!purpose!of!the!study.!This!could!have!affected!the!analysis!that!again!would!alter!the!results!of!the!thesis.!This!is!a!particularly!concern!to!the!measurement!of!the!factor!“Perceived!Competitive!Pressure”,!were!the!associated!hypothesis!had!to!be!discarded!due!to!poor!factor!loadings.!This!could!also!be!true!to!removal!of!variables!such!as!“Owner!Skill!and!Attitude”!and!“Organization!Resources”.!!As!discussed,!the!measurement!of!the!imposed!variable!labeled!“Leadership!Priority”!did!not!have!an!academic!established!measurement.!Thus,!making!the!choice!of!measurement!to!be!a!possible!explanation!to!the!lack!of!significant!results.!!!
Implications!
Future!research!The!results!from!the!analysis!showed!that!our!model!only!explain!some!of!the!variance!of!population.!That!means!that!there!are!factors!that!should!be!explored!in!future!studies!of!the!health!club!industry.!Future!research!could!also!compare!the!difference!between!the!sizes!of!the!health!club,!or!compare!if!it!is!any!difference!between!small!communities!and!large!cities.!Considering!the!level!of!eVreadiness!in!Norway,!it!would!also!be!interesting!to!investigate!if!the!adoption!factors!change!due!to!country!context.!!
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Including!researching!adoption!factors!for!the!health!club!industry,!it!would!be!interesting!to!analyze!and!compare!different!industries!adoption!factors.!If!so,!it!would!be!particular!interesting!to!analyze!industries!that!don’t!have!the!same!level!of!“surface”!compatibility!with!social!media!as!health!clubs.!Industries!that!are!less!service!intensive,!that!doesn´t!require!direct!communication!and!marketing!with!customers!or!end!users.!!!This!lead!us!to!another!possibility,!that!is!to!investigate!how!social!media!offers!distinctive!usage!challenges!for!different!industries.!Meaning,!even!though!social!media!technology!comes!with!simple!to!use!software,!(that!according!to!our!results!do!not!require!expertise!to!adopt)!it!might!be!difficult!to!actually!use!it,!regularly,!in!a!correct!manner!and!that!are!at!the!same!time!beneficial!to!the!company.!Thus,!it!could!be!interesting!to!classify!or!look!for!either!drivers!or!barriers!to!usage,!rather!merely!looking!at!influencing!adoption!factors.!!!A!final!suggestion!about!future!research!could!be!to!give!another!attempt!to!research!the!influence!of!“Leadership!Priority”!has!on!Facebook!marketing!adoption.!Researcher!still!believes!that!this!could!be!an!important!factor.!However!to!be!able!to!do!this!is!it!needed!to!find!or!develop!better!scales!of!measurement.!!
Managerial!implications!The!managerial!implications!of!this!research!are!based!on!the!findings!of!our!data!collection,!literature!review!and!analysis!results:!!In!a!competitive!industry!such!as!health!clubs!owner/managers!operate;!they!need!to!be!constantly!looking!for!novel!ways!to!stay!relevant.!This!could!be!offering!members!new!classes!with!instructors,!investing!in!new!equipment!or!the!latest!workout!trends.!!Even!if!a!health!clubs!are!up!to!the!current!trends,!it!still!need!to!be!communicated!to!existing!members!and!marketed!to!potential!customers.!!This!is!when!adoption!of!social!media!becomes!important.!!!Social!media!is!not!just!an!opportunity!to!attract!new!customers,!but!might!have!become!a!necessary!tool!to!both!communicate!with!existing!and!potential!members.!Similarly!to!having!or!using!a!phone!or!eVmail!system!as!a!way!of!communicating.!However,!we!do!
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not!know!if!or!for!how!long!Facebook!as!a!social!media!application!will!stay!relevant,!but!the!concept!of!social!media!marketing!has!come!to!stay.!Thus,!owner/managers!should!learn!about!practical!application!of!the!communication!channel.!!It!is!important!to!realize!that!most!of!the!managers/owners!of!health!clubs!answer!that!they!using!Facebook!marketing!tools!to!communicate!and!market!their!businesses!regularly.!The!perception!is!that!most!of!them!find!Facebook!easy!to!use,!and!very!few!is!in!need!of!expert!help!to!operate!it.!However,!the!significant!results!for!compatibility!at!the!company!level,!but!not!on!the!individual!level!is!interesting.!It!shows!that!Facebook!marketing!is!important!with!the!health!clubs!itself,!but!not!necessarily!with!the!work!situation!of!the!individual.!This!could!mean!that!social!media!marketing!is!a!necessary!tool!for!the!company!to!succeed,!but!not!in!a!daily!work!routine.!The!implication!of!this!is!that!owner/managers!have!to!overlook!their!own!needs!and!think!about!what´s!best!for!the!company.!This!is!something!to!be!aware!of,!because!we!assume!that!an!owner!are!more!motivated!to!making!the!business!succeed!long!term,!than!an!employed!manager!that!“gets!paid!by!the!hour”.!!!The!factors!that!had!significant!influence!in!our!study,!unfortunately,!gives!us!the!impression!that!owner/managers!in!Norwegian!health!clubs!do!not!have!particular!influence!on!Facebook!marketing!adoption.!Adoption!factors!are!out!of!their!direct!control:!“Organization!Culture”!could!be!influenced!by!the!owner/managers,!but!it!is!not!under!the!mangers!complete!control.!“Compatibility!with!Company”!is!a!factor!that!is!out!of!reach!of!the!influence!of!the!owner/managers.!This!could!mean!that!the!adoption!of!social!media!marketing!with!Facebook!is!not!a!choice,!but!a!requirement!for!the!type!of!business.!The!implications!for!the!managers!is!that!they!don´t!have!a!choice,!they!are!simply!forced!to!adopt!social!media!to!stay!relevant.!!!!!!!!! !
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m
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+
(McFar
land*
&*Ham
ilton,*
2006)*
Techno
logy*
Accept
ance*M
odel*
(TAM)
**
* Social*c
ognitiv
e*
theory
*
Examin
es*the*
influen
ce*
contex
tual*
specifi
city*wh
en*
describ
ing*
techno
logy*
accepta
nce.*
* *
Techno
logy*
Accept
ance*
*
GComp
uter*an
xiety*
GPrior*e
xperien
ce*
GOther
´s*use*
GOrgan
ization
al*
suppor
t*
GTask*s
tructur
e*
GSystem
*quality
.*
*
Quanti
tative*
survey
*
* Likert*
*
Divers
e*indus
tries*
in*USA
.*
* 114*me
mbers*
of*
forGpro
fitG
organi
zations
*
System
*usage*
is*stron
gly*
influen
ced*by*
contex
tual*
variabl
es:*
GComp
uter*an
xiety,**
GPrior*G
experie
nce,*G
others*
use,*G
organi
zationa
l*suppo
rt,**
GTask*s
tructur
e*
Resear
chers*c
an*find
*
other*c
ontextu
al*
variabl
es.*
(Davis,
*
1989)*
Perceiv
ed*usef
ulness*
and*pe
rceived
*ease*o
f*
use.*(S
chultz*
&Slevin
*
1975)*
Purpos
e:*
Develo
p*and*
validat
e*new*
measu
res*for
*
predict
ing*and
*
explain
ing*use
*of*
techno
logy.*
Techno
logy*
accepta
nce.*
*
GPercei
ved*
usefuln
ess*
GPercei
ved*Ea
se*of*
use.*
Study*1
:*
Quanti
tative*
survey
*
Likert* * Study*2
:*
Lab*stu
dy*
Study*1
:*
Canada
,**
120*wo
rkers*i
n*
IBM* * Study*2
:**
USA,*B
oston*
40*MBA
*studen
ts*
Both*“p
erceive
d*
usefuln
ess”*an
d*“ease
*of*
use”*w
ere*sig
nifican
tly*
correla
ted*wit
h*selfG
reporte
d*indic
ants*of
*
system
*use.*
* Usefuln
ess*wa
s*more
*
strong
ly*linke
d*to*us
age*
than*ea
se*of*us
e.*
Find*ot
her*var
iables*
like*“in
trinsic*
motiva
tion”*to
*
determ
ine*atti
tudes.*
(Spenc
er,*
Buhalis
,*&*
Moital,
*
2012)* * Touris
m*
manag
ement
.*
Organi
zationa
l*
decisio
nGmaki
ng*
theory
.*(Simo
n*1957
)*
* Diffusi
on*of*
Innova
tion.*(R
ogers.*
2003)* * Leader
ship*th
eory.*
* *
Identif
y*
adoptio
n*
decisio
ns*whe
re*
owner
s*are*
manag
ers.*
Techno
logy*ad
option
*
in*SME
s.*
*
Person
al*facto
rs:*
GOwne
rship*
GLeade
rship*
Qualita
tive*inG
depth*i
ntervie
ws*
Jamaic
a,*Trav
el*
Agenci
es*
* 31*Own
erG*
manag
ers.*
*
Leader
ship*is*
most*
critical
*to*tech
nology
*
accepta
nce*in*
owner
G
manag
ed*sma
ll*firms
.*
* Leader
s*may*b
e*
initiato
rs*or*b
arriers
*to*
TAM.* * New*m
odel*cr
eates*a
nd*
illustra
tes*new
*
leaders
hip*typ
ologies
.**
(Conve
rters,*R
eactors
*
Stabiliz
ers,*En
forcers
,*
Resisto
rs)*
Investi
gation*
of*
transfo
rmatio
nal*
leaders
hip*in*t
ech*
adoptio
n*for*la
rger*
firms.* * Compa
rative*s
tudy*
across*
culture
s.*
(King*&
*He,*
2006)*
TAM*
MetaGa
nalysis
*of*
TAM*re
search
.*
* *
Techno
logy*
Accept
ance*
Model*
Core*T
AM:*
GPercei
ved*
usefuln
ess*
GPercei
ved*eas
e*of*
MetaGa
nalysis
.*
Mostly
*from*
Inform
ation*
&Mana
gemen
t*
journa
ls.*
Results
*show*T
AM*to*b
e*
a*valid
,*robus
t*and*
predict
ive*mo
del,*an
d*
may*be
*used*in
*a*varie
ty*I
nterne
t*study
*results
*
should
*not*be
*
genera
lized*to
*other*
contex
ts.*
use* GBehav
ioral*
intenti
ons*
* Extend
ing*fac
tors:*
GSituat
ional*
involve
ment*
GPrior* usage/
experie
nce*
GPC*sel
fGeffica
cy*
GGende
r*
GCultur
e*
GAttitu
de*
GPercep
tual*us
age*
GActua
l*usage
*
* *
* 88*TAM
*empir
ical*
studies
.*
of*cont
exts.*
(Schep
ers*&*
Wetzel
s,*
2007)*
TAM*
Examin
e*
conver
gence*o
r*
diverge
nce*of*
TAM*in
*differe
nt*
setting
s.**
* *
Techno
logy*
Accept
ance*M
odel*
*
GSubjec
tive*no
rm*
GPercei
ved*
Usefuln
ess*
GPercei
ved*eas
e*of*
use.*
Quanti
tative*
metaGa
nalysis
.*
Mostly
*wester
n*
articles
.*(USA,
*
Canada
*etc.)*
* 51*arti
cles.*
Origina
l*TAM*
relatio
nships
*were*
confirm
ed.*
* Usage*
and*ad
option
*is*
more*d
epende
nt*on*t
he*
individ
ual*tha
n*on*th
e*
ease*of
*use*of*
techno
logy.*
* Studies
*often*d
one*on
*
studen
ts*that*
were*
consid
ered*ea
rly*
adopte
rs.*
* *
*
(Moon
*&*
Kim,*20
01)*
*
TAM** * Extens
ion*of*T
AM*
based*o
n*an*
individ
ual*intr
insic*
motiva
tion*th
eory.*
Extend
*the*TA
M*
in*the*W
WW,*
with*ne
w*
variabl
e.**
Techno
logy*
accepta
nce*of*W
orld*
wide*w
eb.*
GPercei
ved*
Playful
ness*
GPercei
ved*eas
e*of*
use* GPercei
ved*
usefull
ness*
Quanti
tative*
survey
*
* Likert*
South*K
orea,**
* 152*Ma
nagem
ent*
studen
ts.*
Origina
l*TAM*c
onfirm
ed,*
but**Pe
rceived
*ease*o
f*
use*wa
s*more
*signifi
cant*
than*pe
rceived
*
usefuln
ess.*Th
is*is*
differe
nt*from
*origin
al*
TAM.* * Extens
ion*var
iable*
(perce
ived*pl
ayfulne
ss)*
have*a*
signific
ant*effe
ct*
on*beh
avioral
*intent
ion.*
*
* (Leder
er,*
Maupin
,*
TAM*
Purpos
e:*
Investi
gate*TA
M*
for*wo
rkGrela
ted*
Techno
logy*
accepta
nce*of*t
he*
world*
wide*w
eb.*
GPercei
ved*
usefuln
ess*
GPercei
ved*eas
e*of*
Quanti
tative*e
G
mail*su
rvey*
*
USA,*O
ffice*
worker
s*
*
Suppor
ts*TAM
*
* *
Only*5%
*respon
se*
rate*on
*survey
*
conduc
ted.*
Sena,*&
*
Zhuang
,*
2000)*
tasks*u
sing*th
e*
web.*
*
use.* *
Likert*
*
163*we
ll*educ
ated*
individ
uals*wh
o*
use*the
*web*fo
r*
their*jo
bs.**
* *
(Davis*
&*
Venkat
esh,*
1996)*
TAM* *
Purpos
e:*Asse
s*
potent
ial*
measu
remen
t*
biases*
in*TAM
.*T
echnol
ogy*
accepta
nce*mo
del.*
*
Groupe
d/inter
mixed
:* GPercei
ved*
usefuln
ess**
GPercei
ved*eas
e*of*
use.*
Three* experim
ents.**
Quanti
tative**
Likert*
USA,*U
niversi
ty*
* 708*stu
dents*
Suppor
ts*TAM
.*It*is*fr
ee*
for*me
asurem
ent*bia
ses.*
* Resear
chers*s
hould*
continu
e*using
*origin
al*
TAM*fr
amewo
rk*to*
predict
*user*a
cceptan
ce*
of*infor
mation
*
techno
logy.*
Findin
gs*offe
r*
reassu
rance*t
o*
researc
hers*w
ho*use
*
TAM*in
strume
nt*to*
study*a
cceptan
ce*of*
emergi
ng*info
rmatio
n*
techno
logies.*
(Ahear
ne,*
Hughe
s,*&*
Schille
waert,*
2007)* *
CRM,*(
Custom
er*
Relatio
nship*
Manag
ement)
*
* Own*de
finition
*of*“IT*
accepta
nce”:*T
he*
degree
*to*whi
ch*a*
salespe
rson*
integra
tes*IT*t
ools*
into*his
/her*sa
les*
activiti
es.*
Purpos
e:*Can*
sales*re
ps*
enhanc
e*
perform
ance*
throug
h*
accepta
nce*of*I
T*
tools?** * *
Techno
logy*
accepta
nce*
>* Job* Perform
ance/E
ffectiv
eness*
GITG*Ac
ceptan
ce*
GKnow
ledge*
GTarge
ting*
GExper
ience*
GCall*pr
oductiv
ity*
GSales*p
resenta
tion*
Qualita
tive**
Field*s
tudy*
* *
USA,*M
idGsize
d*
divisio
n*of*
Europe
an*mul
tiG
nationa
l*
pharm
aceutic
al*
compa
ny.*
* 203*Sa
lespeo
ple*
29*sale
s*mana
gers*
Freque
nt*resis
tance*
among
*salesp
eople*t
o*IT*
interve
ntions.
*
* IT*acce
ptance
*has*a*
positiv
e*effect
*on*sale
s*
perform
ance.*
Resear
ch*only
*
focused
*on*the
*
positiv
e*effect
s*of*IT*
on*sale
sperso
n*
perform
ance.*
*
(Avlon
itis*&*
Panago
poulo
s,*2005
)*
CRM*ac
ceptan
ce*
TAM*
Purpos
e:*
Examin
e*facto
rs*
that*lea
d*to*the
*
effectiv
e*
accepta
nce*of*
CRM*te
chnolo
gy.*
* Investi
gate*th
e*
impact
*of*its*
implem
entatio
n*
on*the* individ
ual*sale
s*
reps* perform
ance.*
* *
Techno
logy*
accepta
nce*
>* Sales*p
erform
ance*
GPercei
ved*eas
e*of*
use* GPercei
ved*
usefuln
ess.*
* Social*F
actors:
:*
GSuper
visor*
GPeers* GComp
etition
*
* Organi
zationa
l*
Factors
:*
Gtrainin
g*
Guser*p
articip
ation*
accura
te*
expect
ations*
* Individ
ual*Fac
tors:*
GComp
uter*
experie
nce*
GComp
uter*se
lfG
efficacy
.*
Quanti
tative*
survey
.*
* Factor*
analysi
s*
Worldw
ide*
pharm
aceutic
al*
industr
y,**
* 5*differ
ent*
compa
nies*
* 240*sa
les*rep
s.*
* *
Salespe
rson*be
liefs*
toward
s*is*mo
st*
prevail
ing*fac
tor*to*C
RM*
accepta
nce.*
(EasyGt
oGuse*a
nd*
usefuln
ess.)*
* “A*sale
sperso
n´s*bel
iefs*
regard
ing*CRM
*easeGo
fG
use*and
*CRM*u
sefulne
ss*
have*a*
catalyt
ic*
influen
ce*on*s
ales*
perform
ance.”*
*
GInnov
ativene
ss*
*
(Wöbe
r*&*
Gretze
l,*
2000)*
TAMG*e
xtende
d*
*
Explain
*key*
factors
*affecti
ng*
the*suc
cess*of
*an*
interne
tGbased
*
market
ing*
decisio
n*supp
ort*
system
.*
Techno
logy*ad
option
*
*
GExper
ience*
GTaskGr
elated*
factors
*
GUser*a
ttitude
*
GPercei
ved*eas
e*of*
use* GPercei
ved*
usefuln
ess.*
GActua
l*use*be
havior
.*Qu
antitat
ive*
survey
*
* Likert*
Europe
,*Trave
l*
agencie
s*
* 77*man
agers*
respon
ses*we
re*
used.*
Suppor
t*TAM,
**
* Manag
ers*wh
o*have
*
better*
knowle
dge*ab
out*
techno
logy*w
ill*have
*
fewer*b
arriers
.*
* Judgme
nts*abo
ut*
system
s*usefu
lness*a
re*
affecte
d*by*th
e*time*
pressu
re*and*
comple
xity*
of*man
ager’s*t
asks.*
Future
*resear
ch*
should
*exami
ne*the*
“inform
ation*n
eeds”*
for*ado
ption.*
(de*Val
ck,*
van*Br
uggen,
*
&*Wier
enga,*
2009)*
Paper*p
resents
*their*
own*co
nceptu
al*
framew
ork*of*f
actors*
that*aff
ect*ado
ption*
and*su
ccess*o
f*MDSS
.*
* * * *
Factors
*that*
affect*a
doptio
n*
and*us
e*of,*an
d*
satisfac
tion*wi
th*
MDSS,* (Marke
ting*
decisio
n*supp
ort*
system
s)*
Techno
logy*ad
option
,*
use*and
*satisfa
ction*
*
GExtern
al*
enviro
nment
*
GOrgan
ization
al*
Task*en
vironm
ent*
GUser*f
actors*
GImple
mentat
ion*
Quanti
tative*
survey
*
* Compu
terG
assiste
d*
telepho
ne*
intervi
ews*
Nether
land,*
Enterp
rises*w
ith*
10*or*m
ore*
employ
ees.*
* Manag
ers*
* Full*sa
mple*
n=525
,*
Respon
ders*
n=194
**(adop
ters)*
Adopti
on*fact
ors*are
*
differe
nt*from
*succes
s*
factors
.*
* Adopti
on*inte
ntion*is
*
higher
*for*lar
ger*
compa
nies*an
d*more
*
advanc
e*mark
eting*o
rg.*
* Colleag
ues*att
itude*is
*
very*im
portan
t.*
* Top*ma
nagem
ent*
suppor
t*is*imp
ortant.
*
Actual*
proced
ures*
compa
nies*ap
ply*to*
stimula
te*the*
adoptio
n*and*
accepta
nce*pro
cess.*
(Danie
l*&*
Wilson
,*
2002)*
EGcomm
erce*
adoptio
n*
Identif
y*the*
reason
*that*ar
e*
causing
*SMEs*t
o*
adopt*e
G
comme
rce*
EGcomm
erce*ad
option
*
SMEs* *
*GRecru
itment
*
GImpro
ves*sup
ply*
GEnhan
ced*&*
Efficien
t*servic
e*
GAttrac
t*custo
mers*
GComp
etition
*
positio
n*
GIntern
al*
commu
nicatio
n.*
*
Quanti
tative*
survey
/quest
ionn
aire.* * Likert* *
UK,*SM
Es*
* 678*us
eable*
respon
ses.*
* (resear
ch*don
´t*
mentio
n*who*
answer
ed*,*bu
t*I*
assume
*it*was*
manag
ers)*
Main*d
river*o
f*eG
comme
rce*ado
ption*b
y*
SMEs** * “respo
nd*to*c
ompeti
tive*
pressu
re”*
=*defen
sive*re
action*
of*
other*f
irms.*
* Second
*most*i
mporta
nt*
factor:
*“attrac
ting*ne
w*
custom
ers”*
* * *
Factors
*within
*the*
firm*co
uld*als
o*cause
*
change
*to*its*a
doptio
n*
intenti
ons*or*
benefit
s*
realize
d.*
(Bhano
t,*
2012)*
Social*m
edia.*
How*co
mpanie
s*
can*use
*social*
media*
as*an*
import
ant*too
l*
to*reac
h*out*to
*S
ocial*m
edia*as
*a*
market
ing*too
l.*
*
Three*r
easons
:*
GLow*c
ost,*hig
hly*
accessi
ble*pla
tform.*
GInstan
t/rapid
*
engage
ment/*
Second
ary*stu
dy,**
* *
India* * Literat
ure*rev
iew*
of*jour
nal*art
icles*
and*we
bsites.*
Social*m
edia:*
GFrom*
“niceGt
o*have
”*to*a*
necess
ity.*
* GUsed*f
or*“bra
nd*
Social*m
edia*is*
a*new*
concep
t*so*
inform
ation*a
vailabl
e*
is*limit
ed.*
their*cu
stomer
s.*
commu
nicatio
n*
G Feedba
ck/Info
rmati
on.* * * GBrand
*aware
ness*
GProdu
ct*and*
service
*
promo
tion*
GCustom
er*serv
ice*
GCustom
er*
unders
tandin
g*
GProdu
ct*
develo
pment
*
GEmplo
yee*
engage
ment*
Promo
tion*of*
social*
causes
.*
GKnow
ledge*s
haring
*
GBrand
*buildin
g.*
*
awaren
ess,*pro
duct*an
d*
service
*promo
tion*an
d*
custom
er*serv
ice”*
* Gemerg
ing*as*a
*potent
*
mainst
ream*b
usiness
*
tool*an
d*majo
r*role*i
n*
custom
er*acqu
isition.
*
(Hanna
,*
Rohm,*
&*
Critten
den,*
2011)*
Social*M
edia*
Ecosys
tem*(Sc
hultz,*
2007)*
(Wesle
y*&*
Rohm*2
010)*
Provid
e*a*
system
atic*wa
y*
of* unders
tandin
g*
and* concep
tualize
*
online*
social*
media*
as*an*
ecosys
tem*wi
th*
both*di
gital*an
d*
traditio
nal*
media.
*
Social*m
edia*
ecosys
tem.*
*
Three*m
edia*ty
pes*of*
social*m
edia:*
GOwne
d*medi
a*
GPaid*m
edia*
GEarne
d*medi
a*
* *
Second
ary*stu
dy*
USA,* * Case*st
udy:*“T
he*
2010*G
rammy
*
Award
s”*
Social*m
edia*pl
atform
s*
(Faceb
ook,*Tw
itter,*D
ig*
Youtub
e*etc)*h
ave*beg
un*
to*revo
lutioni
ze*the*
state*o
f*mark
eting,*
advert
ising*an
d*
promo
tions.*
* No*lon
ger*eno
ugh*to*
merely
*incorp
orate*
social*m
edia*as
*a*
standa
lone*el
ements
*of*a*
market
ing*pla
n.*Mus
t*
combin
e*tradi
tional*a
nd*
social*a
s*part*o
f*an*
ecosys
tem.*
*
(Kietzm
ann,*
Hermk
ens,*
McCart
hy,*&*
Silvest
re,*
2011)*
“The*h
oneyco
mb*of*
social*m
edia”**
* Article
s*own*
definit
ion*of*b
uilding
*
blocks.
*
Purpos
e:*
Presen
t*a*
framew
ork*tha
t*
defines
*social*
media.
*
* Provid
e*
recomm
endatio
ns*rega
rding*
develo
ping*
social*m
edia*
Social*m
edia*
Buildin
g*block
s*
Manag
ers*sho
uld*
use:** * Seven*d
efining
*
blocks*
of*socia
l*
media:
*
GIdenti
ty*
GPresen
ce*
GRelati
onship
*
GReput
ation*
GGroup
s*
Second
ary*stu
dy*
USA,* * *
Social*m
edia*in
troduc
e*
substa
ntial*an
d*
pervas
ive*cha
nges*to
*
commu
nicatio
ns*
betwee
n*organ
ization
s,*
commu
nities*a
nd*
individ
uals.*
* Establi
shed*
manag
ement*
method
s*
are*illG
suited*
to*deal
*
*
strateg
ies.*
GConve
rsation
*
GSharin
g*
with*ne
w*conv
ersatio
n*
style.*
(Mango
ld*&*
Faulds
,*
2009)*
Social*M
edia*
eWOM
*
Traditi
onal*m
edia*
Purpos
e:*
Propos
e*that*
social*m
edia*
should
*be*par
t*
of*prom
otional
*
mix,*w
hy*and
*
how.* *
Social*m
edia,*
market
ing*
commu
nicatio
n.*
*
Usage*
tips:*
GShape
*discus
sions*
GProvid
e*netw
orking
*
platfor
ms.*
GEngag
e*custo
mers*
Provid
e*infor
mation
*
GBe*out
rageou
s*
GProve
*exclus
ivity*
GSuppo
rt*caus
es*that
*
are*imp
ortant*
to*
consum
ers*
GUse*st
ories*
GUse*m
ultiple*
avenue
s.*
Second
ary*stu
dy*
USA,* * Journa
ls,*
Academ
ic*artic
les,*
Case*st
udies*
Introdu
ces*new
*
framew
ork*cal
led:*
* “The*n
ew*
commu
nicatio
n*
paradi
gm”*
* Market
ing*ma
nagers
*
should
*includ
e*socia
l*
media*
in*the*p
romoti
on*
mix.* * *
Requir
es*adop
tion*of*
new*co
mmun
ication
*
paradi
gm*by*
manag
ers.*
(Micha
elidou
,*Siama
gka,*&*
Christo
douli
des,*20
11)*
B2B*Br
anding
*
Social*m
edia*
networ
ks.*
Usage,*
barrier
s*
and* measu
remen
t*of*
social*m
edia*
market
ing*in*
B2B*SM
Es.*
Adopti
on*of*s
ocial*
media*
market
ing.*
Reason
s*for*us
e:*
GAttrac
t*new*
custom
ers*
GCultiv
ate*
relatio
nships
*
GIncrea
se*awa
reness
*
GComm
unicate
*the*
brand*
online*
GReceiv
e*feedb
ack*
G*Intera
ct*with
*
supplie
rs*
* Barrier
s:*
GSNS*N
ot*impo
rtant*
within
*indust
ry*
GUncer
tainty*i
t*could
*
help.* GStaff*n
ot*fami
liar*
with*SN
S*
GHuge*
time*
investm
ent*
GComp
etition
*don´t*
use*it.* GLack*o
f*techn
ical*
skills.*
Explor
atory*
* Quanti
tate*su
rvey*
* Literat
ure*rev
iew*
UK.*SM
Es*
* Market
ing*
directo
r,*gene
ral*
directo
r.*
* N=102
*
(10,2%
respon
srat
e)*
77%*u
sed*Fac
ebook*
* 44%*p
lanned
*to*incr
ease*
budget
.*
* Reason
s*for*jo
ining*S
NS:*
1. A
ttract*n
ew*
custom
ers*
2. 2
.*Cultiv
ate*
relatio
nships
.*
3. 3
Increas
e*
awaren
ess.*
Barries
:* 1. N
ot*relev
ant*
for*ind
ustry.*
2. U
ncertai
nty*in*
SNS* 3. St
aff*not* capabl
e.*
Study*“
does*n
ot*
provid
e*a*full
*accoun
t*
of*the*r
easons
*why*
B2B*ar
e*not*a
ssessin
g*
SNS.* * Study*d
id*not*p
rovide
*
insight
s*into*a
ttitude
s*
of*SME
s*towa
rds*
techno
logy.*
(Bulea
rca*&*
Bulear
ca,*
2010)*
eWOM
*
WOM*
Explor
e*if*
“Twitte
r”*is*a*
market
ing*too
l*
for*SM
Es.*
Social*m
edia*ad
option
**
Qualita
tive*
* InGdep
th*
intervi
ews*
UK,*Ro
mania,
**
* Intervi
ewee:*
Market
ing*and
*PR*
special
ist.*
* N=2*
Three*e
mergin
g*them
es*
of*usag
e*were
*
presen
ted:*
* 1
. Ne
tworki
ng*
and* relatio
nshipG
Lack*of
*previo
us*
studies
,*allot*o
f*trial*
and*err
or*in*th
e*
proces
s.*
buildin
g.*
(Custo
mer*
service
)*
2. eW
OM*as* main*b
enefit.*
3. R
equire
*time*
and*eff
ort,*
therefo
r*not*
free.*
(ElGGoh
ary,*
2012)*
TAM* IDT*(In
novatio
n*
Diffusi
on*theo
ry)*
* Combin
ed*and
*
extend
ed.*
Analyz
e*the*
differe
nt*facto
rs*
affectin
g*the*
adoptio
n*of*EG
market
ing.*
EGmark
eting*a
doptio
n*In
ternal*
facors:
*
GOwne
r*skills
*and*
suppor
t*
GOrg*cu
lture*
GOrg*re
source
s*
GOrg*si
ze*
GCost* * TAM*an
d*IDT*f
actors:
*
GPercei
ved*eas
e*of*
use* GPercei
ved*
usefuln
ess*
GPercei
ved*
compa
tibility
*
* Extern
al*facor
s:*
GComp
etitive*
pressu
res*
GGover
nment
*
influen
eces*
GMarke
t*trend
s*and*
industr
y*press
ure*
GCultur
al*orien
tation*
toward
s*eGma
rketing
*
Gnation
al*
infrast
ructure
.*
Quanti
tative*
survey
.*
*
Egypt,*
Touris
m,*
SMEs* * N=**16
3*
(compl
eted*
survey
s)*
Validat
es*TAM
*and*ID
T.*
* Compa
tibillity
:*
+Exten
sion*of
*the*tw
o*
models
*to*incr
ease*th
eir*
ability*
to*illus
trate*th
e*
adoptio
n.*
* Interna
l*and*e
xterna
l*
factors
*have*a
*signifi
cant*
impact
*on*eGm
arketin
g*
adoptio
n.*
* *
Limitat
ions*ar
e*linke
d*
with*br
oadnes
s*of*the
*
phenom
enon*a
nd*lack
*
of*mea
sureme
nt*due*
to*infan
cy*stag
e*of*
researc
h.*
(Lawso
n,*
Alcock
,*
Cooper
,*&*
Burges
s,*
2003)*
MICA,* (Coop&
Burges
s,*
1998)* * (Mode
l*of*inte
rnet*
comme
rce*ado
ption)*
*
* Three*s
tages:** 1. P
romoti
on*
2. P
rovisio
n*
3. P
rocessi
ng*
*
Factors
*affecti
ng*
adoptio
n*of*eG
comme
rce.*
EGcomm
erce*ad
option
*Bar
riers:* GConce
rn*abou
t*
securit
y*and*p
rivacy*
of*tran
saction
s*
GCost*o
f*consu
ltants*
GLack*o
f*gover
nment
*
incenti
ves*
GLack*o
f*IT*exp
ertise*
of*staff
.*
Quanti
tative*
survey
*
Austra
lia,*Syd
ney*
Melbou
rne,*
* SMEs* * N=44+
126*(to
tal*
respon
s*both*
cities*1
70)*
Medium
*sized*o
rg.*
appear
*to*be*f
urther*
alng*
the*diff
usion*p
rocess.
*
(becau
se*of*pl
anning
.)*
* Barrier
s:*
• 
Securit
y*and*
privacy
*
concer
ns*
• 
Cost*of
*
consul
tans*
The*ev
olution
*of*the*
diffusio
n*will*r
ely*on*
awaren
ess*and
*
educat
ion.*
*
• 
IT*expe
rtise*of
*
staff.*
(MacGr
egor*
&*Vraz
alic,*
2005)*
Small*b
usiness
es*
Govern
ment*IC
T*
initiati
ves/pr
ograms
*
* *
A*summ
ary*of*e
G
comme
rce*
barrier
s*in*sm
all*
busine
sses.*
EGcomm
erce*ad
option
*
barrier
s.*
*
Too*dif
ficult:*
GLack*o
f*techn
ical*
knowle
dge*in*
the*
organi
zation*
GEGcom
merce*
too*
comple
x*to*
implem
ent*
GFinanc
ial*
investm
ent*req
uired*
too*hig
h*
Lack*of
*time*to
*
implem
ent*eG
comme
rce*
GDifficu
lty*of*
choosi
ng*betw
een*
differe
nt*eG
comme
rce*opt
ions.*
GSecuri
ty*issue
s.*
* Unsuit
able:*
Gto* produc
ts/serv
ices*
Gto*way
*of*doin
g*
busine
ss*
Gto*clie
nts*wa
y*of*
doing*b
usiness
*
Gno*adv
antage
s*from*
eGcomm
erce*
Second
ary*stu
dy,*
Qualita
tive*
intervi
ew,*
Quanti
tative,*
* Likert*
Austria
,*Swede
n,*
Small*b
usiness
es*
in*regio
nal*are
as.*
* Respon
dents:*
Adopte
rs,*n=1
52,*
25* NonGad
opter,*n
=*
123,*13
9.*
EGcomm
erce*ad
option
*
barrier
s*group
ed*into
*
two*fac
tors:*
* 1
. “to
o*diffic
ult”*
2. “u
nsuitab
le”*
Inabilit
y*to*de
rive*
industr
y*speci
fic*
conclu
sions.*
(Alexan
der,*
Pearso
n,*&*
Crosby
,*
2003)*
Techno
logy*ad
option
*
* Travel*
industr
y*
backgr
ound*
* Move*t
o*eGcom
merce*
Enhanc
e*the*
unders
tandin
g*
of*the*p
rocess*
of*
transit
ion*fro
m*
traditio
nal*
busine
ss*mod
el*
to*an*e
G
comme
rce*
model.
*
EGcomm
erce*ad
option
*
*
*
Case*st
udy*
* Small*t
ravel*
agency
*that*
succes
sfully*
naviga
ted*the
*
transit
ion*to*e
G
comme
rce.*
USA,*Il
linois,*
Small*
enterp
rise,*Tr
avel*
industr
y*
* Owner
/mana
gem
er.*
Owner
/mana
ger*wa
s*
driving
*force*b
ehind*I
T*
adoptio
n.*
* Perceiv
ed*ben
efit*wa
s*a*
definit
e*facili
tator.*
* Level*o
f*adopt
ion:*
leasing
*requir
ed*
techno
logy*VS
.*explot
ing*
techno
logy*fo
r*
compe
titive*a
dvanta
ge.*
Does*te
chnolo
gy*
apply*t
o*
industr
y/prod
uct/ser
vice*etc
.*?*
(Karag
ozogl
u*&*Lin
dell,*
2004)*
EGcomm
erce*st
rategy.
*Exp
lore*SM
Es*eG
comme
rce*
strateg
ic,*
operat
ional*a
nd*
perform
ance*
aspect.
*
EGcomm
erce*st
rategy*
Compe
titive*s
trategy
*
use:* GDiffer
entiati
on*
GCost*L
eaders
hip*
* GCustom
er*base
*
Quanti
tative*
survey
*
USA,*Ca
lifornia
,*
SMEs,* * Top*ma
nagem
ent.*
* N=71*
EGcomm
erce*st
rategy*
motiva
tion*fac
tors:*
Gcustom
er*base
*
expans
ion*
Grapid*
growth
*
*
Rapid*c
hanges
*in*
techno
logy*an
d*
adoptio
n*patte
rns*are
*
govern
ing*the
*world
*
of*eGco
mmerc
e.*
expans
ion*
GCustom
er*stra
tegies.*
GPurch
asing*
manag
ement.
*
* *
(respo
nders)
*
Barrier
s:*
Gfear*o
f*cost*c
onnect
ed*
with*cu
stomer
*servic
e.*
* *
(Danie
l,*
2003)*
EGcomm
erce*
adoptio
n*mode
l*
(Poon&
Swatm
an,*
1999)* Model*
of*trad
itional*
IS*adop
tion*
(Venka
traman
,*1994)
*Exp
lore*th
e*
issue*o
f*eG
comme
rce*
integra
tion*wi
th*
exixtin
g*ICT.*
EGcomm
erce*
integra
tion,*
*
Key*on
line*act
ivities:
*
GWeb*s
ite*pro
viding*
compa
ny*
inform
ation*
GDocum
ent*exc
hange*
with*cu
stomer
s*and*
supplie
rs*
GTakin
g*order
s*
online* GOrder
ing*and
*
payme
nt*of*
invento
ry*
purcha
sing.*
* Perciev
ed*ben
efits:*
GEnhan
ced*cus
tomer*
service
*
GCost*s
avings*
*
Qualita
tive*su
rvey*
* Likert*
UK,*SM
Es*
* N=*678
*(usabl
e*
respon
ses)*
Validat
es*Poo
n*and*
Swatm
an*mod
el.*
* Level*o
f*integr
ation*
depend
*on*con
textual
*
variabl
es*at*bo
th*
industr
y*and*
organi
zationa
l*level.*
Study*c
annot*b
e*
extend
ed*to*la
rger*
firms.*
(Fillis,* Johans
son,*&*
Wagne
r,*
2003)*
EGbusin
ess*
* SMEs*B
arriers
*to*
growth
.*
* * *
Concep
tual*
unders
tandin
g*
of*eGbu
siness*
adoptio
n*facto
rs*
that*im
pact*
owner
/mana
ge
ment*d
ecision
*
making
*proces
s.*
* * *
EGcomm
erce,*
adoptio
n**
*
M
ac
ro
+fa
ct
or
s:
+
GGloba
lization
*
GRemo
val*of*
geogra
phical*
and*
physica
l*barrie
rs.*
GIncrea
sed*
compe
tition*
GEU/Go
vernm
ent*
policy* GCultur
al*attitu
des*
* Firm/m
an
ag
er
ia
l+
fa
ct
or
s:
+
Gsize*of
*firm*
GB2B* GB2C* GMass/
niche*m
arkets*
GAge*of
*manag
er*
GGende
r*of*ma
nager*
GEduca
tion*lev
el*
Gtype*o
f*produ
ct*
Gsets*o
f*busin
ess*
compe
tencies
.*
Second
ary*stu
dy,**
* literatu
re*revi
ew.*
UK,*SM
Es,*
* Owner
/mana
gem
ent*
Firm*si
ze*and
*resour
ce*
based*i
ssues*a
re*
barrier
s.*
* The*de
gree*of
*
entrep
reneur
ial*vers
us*
conser
vative*
thinkin
g*
will*im
pact*ad
option
.*
* EGbusin
ess*can
*be*
interpr
eted*as
*either
*a*
totally*
new*ph
ilosoph
y*
or*just*
anothe
r*busin
ess*
tool.*
Factors
*for*ado
ption*
in*SME
s*are*o
ften*
intangi
able*an
d*
inform
al*in*na
ture,*
and*go
es*beyo
nd*
factors
*identif
ied*in*
textboo
ks.*
* Positiv
e+
at
ti
tu
de
s+
of
+m
an
ag
er
:+
GOwne
r/man
ager*
motiva
tion*an
d*
enthus
iasm*
GCreati
ve*orie
ntation
*
GInnov
ative*
GProac
tive*
GFlexib
le*
GAggre
ssive*
GEntrep
reneur
ial*
GOpen*
to*risk*
GManag
ement*
suppor
t*
* Negati
ve
+a
tt
it
ud
es
+
of
+m
an
ag
er
:*
GPhysic
al*and*
attitud
inal*ba
rriers*
GConse
rvative
*
GFear*o
f*
change
/techn
ology*
GLack*o
f*drive*
GImagin
ation*
GIntere
st*
GInertia
*in*deci
sion*
making
*
Gsecuri
ty*fears
*
GNeed*
to*learn
*new*
skills* GIncrea
sed*wo
rkload
*
GAdditi
onal*co
sts.*
*
(Kenda
ll,*
Tung,*C
hua,*
Ng,*&*T
an,*
2001)*
Diffusi
on*of*
Innova
tion,*(R
ogers)*
Identif
y*facto
rs*
that*en
courag
e*
willing
ness*to
*
adopt*E
C.*
EGcomm
erce,*
adoptio
n,*
*(“Willi
ngness
”)*
GRelati
ve*adva
ntage*
GComp
atibilit
y*
GComp
lexity*
GTriala
bility*
GObser
vaility*
* *
Quanti
tative*
survey
,*
Singap
ore,*SM
Es*
* Directo
rs*
* N=58*r
espond
ers*
“Relati
ve*adva
ntage”*
*
most*im
portan
t*factor
*
for*EC*
adoptio
n.**
* “Comp
atibilit
y”*also
*
signific
ant*fac
tor.*(*
When*t
hey*un
derstan
d*
its*con
sequen
ces,*a*
faster*a
doptio
n*rate*
occurs
)*
* *
IT*savy
*compa
nies*
were*m
ore*inc
lined*to
*
respon
d.*
* Resera
cheres
*need*t
o*
careful
ly*cons
ider*
how*to
*create
*
questio
ns*that
*match
*
more*c
losely*w
ith*
perceiv
ed*attr
ibutes.
*
(Morte
za*
Ghobak
hloo,*
Innova
tion*dif
fusion*
literatu
re*
Develo
p*an*
integra
ted*
EGcomm
erce,*
adoptio
n*
GPercei
ved*be
nefits*
GPercei
ved*
Quanti
tative*
survey
.*
Iran,*D
evelop
ing*
countr
y,*Smal
l*
Perceiv
ed*ben
efits,*
perceiv
ed*com
patibili
ty,*S
tudy*on
ly*focu
s*on*
manufa
cturing
*SBs*of
*
2013)*
model*
of*EC*
adoptio
n*in*
small*b
usiness
.**
compa
tibility
*
GPercei
ved*cos
ts*
GPercei
ved*ris
ks*
GIS/com
puter*
knowle
dge*
GInnov
ativene
ss*
* *
busine
ss*
* Owner
/mana
gem
ent* * N=268
*
perceiv
ed*risk
s,*
perceiv
ed*cost
s*and*
innova
tivenes
s*were
*
found*t
o*be*th
e*
signific
ant*det
ermina
nts*
of*deci
sion*to
*adopt*
EC.*
Iran.*
(Pease
*&*
Rowe,*
2007)*
Diffusi
on*of*
innova
tion.*
Identif
y*facto
rs*
facilita
ting*an
d*
inhibit
ing*
adoptio
n*acros
s*
contex
tsG*
regiona
l,*small
*
city*an
d*large
*
city.* *
EGcomm
erce,*
adoptio
n*
*
*
*
SMEs*
INCOM
PLETE
*ARTIC
LE*
(Article
*can*be
*used*
for*des
cribing
*DOI)*
(Gilmo
re,*
Gallagh
er,*&*
Henry,
*2007)
*TAM
* * EGmark
eting*
EGcomm
erce,*
interne
t*
market
ing.*
* ReGexa
mine*th
e*
impact
*of*the*
interne
t*on*
SMEs.*
EGcomm
erce*im
pact*
EG*mar
keting*
drivers
:*
GElimin
ate*
compe
titive*
disadv
antage
*
GLower
*operat
ing*
and*ma
rketing
*costs*
GPromo
tion/E
nrich*
market
ing*mix
*
GManag
ement*
enthus
iasm.*
GIncrea
se*sals*
* Barrier
s:*
GFinanc
ial*
constra
ints*
GHuma
n*resou
rces*
GLack*o
f*
skills/k
nowho
w*
GCost* GLack*o
f*ROI*
GLack*o
f*time*
Qualita
tive*
researc
h,*
* InGdep
th*
intervi
ews*
UK,*SM
Es,*
* Market
ing*
manag
ers/IT*
profess
ionals*
* N=10*
SMEs*s
till*don
´t*use*
interne
t/eGma
rketing
*to*
its*full*
scope*a
nd*
potent
ial.*(Sti
ll*infan
cy*
stage)* * Barrier
s:*
Glack*o
f*time*
Gfinanc
ial*con
straint
s*
Ghuman
*resour
ces*
Gmultit
ask*rol
e*of*
manag
ers=*no
t*time*t
o*
measu
re*resu
lts*of*
effort.* * Most*s
ignifica
nt*issu
eG*
mainte
nance*o
f*
compa
ny*web
site.*
Websit
es*still*
only*a*
“broch
ure*in*a
n*
online*
form”.*
=*static
,*
not*int
eractiv
e*borin
g*
site*tha
t*don´t
*add*
any*va
lue.*
* Limitat
ion:*Fe
w*
compa
nies*we
re*
analyz
ed.*
* Furthe
r*resea
rchG*
investi
gates*s
ame*
SMEs*a
s*in*stu
dy*to*
measu
re*
develo
pment
.**
(Grand
on*&*
Pearso
n,*
2004)*
TAM*
Examin
e*the*
determ
inant*
factors
*of*
strateg
ic*value
*
and*ad
option
*of*
eGcomm
erce.*
EGcomm
erce*
adoptio
n.*
*
GOrgan
ization
al*
readin
ess*
GExtern
al*pres
sure*
GPercei
ved*eas
e*of*
use* GPercei
ved*
usefuln
ess*
* Percep
tion*of*
strateg
ic*value
*
Quanti
tative*
survey
*
* Likert*
USA,*V
ariety*o
f*
industr
ies,*SM
Es,**
* Top* manag
ers/Ow
ner*
* N=100
*
* *
Four*in
fluenci
ng*fact
ors:*
1. o
rganiza
tiona
l*readin
ess.*
2. E
xterna
l*
pressu
re*
3. P
erceive
d*
ease*of
*use*
4. P
erceive
d*
usefuln
ess.*
*
Resear
ch*is*bi
ased*
toward
s*small
*firms,*
so*caut
ion*sho
uld*be*
made*w
hen*
genera
lizing*r
esults.*
GOrgan
ization
al*
suppor
t*
GManag
erial*
produc
tivity*
GStrate
gic*Dec
ixion*
aids.*
Organi
zationa
l*suppo
rt*
and*ma
nageria
l*
produc
tivity*h
ave*
signific
ant*imp
act*on*
manag
ers*atti
tudes*
toward
s*adop
tion.*
(Kayna
k,*
Tatoglu
,*&*
Kula,*2
005)*
EGcomm
erce*
definit
ion*by*
Glober
man*
* “any*ec
onomic
*
transac
tion*wh
ere*
the*buy
er*and*
seller*
come*t
ogethe
r*
throug
h*inter
net…”*
Investi
gate*th
e*
interne
tGbased
*
eGcomm
erce*
adoptio
n*profi
le*
of*SME
s.*
* Factors
*affecti
ng*
willing
ness*to
*
adopt*E
C*usage
.*
*
EGcomm
erce,*
adoptio
n*
*
Indepe
ndent*
variabl
es:*
GMarke
t*
develo
pment
*
GEfficie
ncy*of*
sales*
and*pr
omotio
n*
GEase*o
f*acces
sibility
*
GCost*r
eductio
n*
GCost*d
isadvan
tages*
GLimite
d*numb
er*of*
users* Securit
y*conce
rns*
*
Quanti
tative*
survey
*
*
Turkey
,*
Manufa
cturing
,*
SMEs* * Genera
l*mana
gers*
* N=237
**
Adopti
on*is*si
gnifica
ntly*
influen
ced*by*
its*
perceiv
ed*ben
efits.*(*
• 
maket* develo
pment
,**
• 
efficien
cy*of*
sales*a
nd*
promo
tion*
• 
ease*of
*
accessi
bility*
• 
cost*re
duction
*
* From*e
mergin
g*mark
ets:*
Top*ma
nagem
ent*doe
s*
not*und
erstand
*EC*and
*
therefo
r*unde
restim
ates*
impact
.**
* Makes*
them*fo
llowers
*
and*no
t*leade
rs*of*
adoptio
n.*
Future
*resear
ch:*
Should
*cover*
differe
nces*be
tween*
industr
ies*and
*the*
extent*
of*willi
ngness
*
to*adop
t*EC.*
(Harrid
geG
March,
*
2004)*
Seven*P
s*of*
market
ing*
* *
Evalua
te*EG
market
ing*and
*
its*pote
ntial.*
EGcomm
erce*
GProdu
ct,**
GPrice,*
*
GPromo
tion,**
GPlace,
**
GProce
ss,**
GPhysic
al*evid
ence,*GG
GPeople
*
Second
ary*stu
dy*
UK,*
EGmark
eting*d
oes*not
*
yet*hav
e*the*p
otentia
l*to*
replace
*traditi
onal*
market
ing*effo
rts.**
* Only*a*
comple
mentar
y*
tool,*th
at*man
agers*
should
*embra
ce*to*
create*
value*f
or*
custom
ers..*
*
(Darby
,*
Jones,*&
*Al*
Madan
i,*
2003)*
Market
ing*4Ps
*
(Kotler
,1991)
*
* Seven*k
ey*issu
es*in*
the*ma
nagem
ent*of*
emergi
ng*
techno
logies:*
(Day*
and* Schoem
aker,20
01)*
*Consid
er*eG
comme
rce*as*a
*
market
ing*too
l.*E
Gcomm
erce*us
ability*
Produc
t*
Price* Place** Promo
tion*
*
Qualita
tive*
* Intervi
ews*
United
*Arab*
Emirat
es,*
Autom
obile,*
Bankin
g,*Airli
nes,*
Leisure
*and*
Touris
m.*
* Market
ing*
manag
ers*
Key*ide
ntified
*issues
:*
GBudge
ts*are*s
till*spe
nt*
on*offG
line*too
ls,*even
*
though
*EGmar
keting*
suppor
ts*cost*
reduct
ion.*
* GUsed*t
o*enha
nce*bra
nd*
image.
*
* GLack*o
f*system
*trainin
g.*F
urther*
researc
h*
should
*clarify
*the*
differe
nce*bet
ween*
market
ing*and
*eG
market
ing*con
cepts.*
GIntegr
ation*b
etween
*
traditio
nal*ma
rketing
*
en*eGm
arketin
g.*
(Sadow
ski,*
Maitlan
d,*&*
van*Do
ngen,*
2002)*
*
Strateg
ic*use*o
f*
the*int
ernet*b
y*
SMEs.*
Strateg
ic*use,*
adoptio
n*
GComm
unicati
on*
require
ments*
GIntens
ity*of*
compe
tition*
GSuppo
rt*and*
incenti
ves.*
Quanti
tative*
intervi
ews,*
* Survey
*
* Explor
atory*
Nether
lands,*
Multip
le*
industr
ies,*SM
Es*
* Manag
ers*
* N=264
*
SMEs*a
dopt*th
e*inter
net*
if*it*fits
*their*p
articul
ar*
commu
nicatio
n*need
s.*
* Relucta
nt*to*un
dertak
e*
risky*in
vestme
nt*in*
interne
t*servic
es.*
* Compe
titive*p
ressure
*
NOT*in
fluenci
ng*fact
or*
in*stud
y.*
* Size*of
*SME*m
atters,*
especia
lly*in*e
arly*sta
ges*
of*In.*a
doptio
n*
* Skills*a
nd*exp
erience
*are*
NOT*an
*adopti
on*
concer
n.*
*
(Mehrt
ens,*
Cragg,*
&*
Mills,*2
001)*
*
Why*do
*SMEs*
adopt*t
he*
Interne
t?*
Adopti
on*
GPercei
ved*be
nefits*
GOrgan
ization
al*
readin
ess*
GExtern
al*pres
sure*
on*the*
organi
zation.
*
*
Qualita
tive*cas
e*
studies
*
New*Ze
aland,*
SMEs,*I
T*indus
try,*
and*no
n*IT*
industr
y*
* CEOs* * N=7*
Adopti
on*is*in
fluence
d*
by*all*t
hree*va
riables
.*
* GManag
ers*nee
d*to*be
*
convin
ced*of*t
he*ben
efits*
before
*embra
cing*it.
*
* GSmall*
firms*n
eeds*at
*
least*o
ne*man
ager*to
*
recogn
ize*the
*potent
ial*
before
*adopti
on.*
* GOther
s*can*h
elp,*bu
t*
manag
ers*mu
st*reali
ze*
opport
unity*t
hemse
lves.*
*
Focus*o
n*the*d
ecision
*
not*to*a
dopt.*
* Survey
s*could
*
determ
ine*
import
ance*of
*factors
.*
* Curren
t*study
*
indicat
e*that*a
doptio
n**
model*
was*
transfe
rable*t
o*other
*
techno
logies.*
(Kula*&
*
Tatoglu
,*
2003)*
Interne
t*applic
ation*
(Pawar
*and*Sh
arda,*
1997)*
Investi
gate*
interne
t*role*a
nd*
adoptio
n*facto
rs.*A
pplicat
ion*
* Adopti
on/*Att
itude*
*
Quanti
tative*
survey
*
* Likert*
scale*
* Explor
atory*
Turkey
,*Differ
ent*
industr
ies,*SM
Es*
* CEOs,*M
anager
s*
* N=237
*
Attitud
es:*
GNot*su
itable*f
or*
compa
ny*(G)*
GComm
unicati
on*tool
*(+)*
GImpor
tant*wa
y*of*do
ing*
busine
ss*(+)*
GSucces
s*chanc
e*in*tra
de*
(+)* GBrand
ing*(+)
*
GOnly*f
or*tech
nical*
people
*(G)*
*
Furthe
r*resea
rch:*
GFirm*s
ize*
GSector
ial*diffe
rences
.*
(Dhola
kia*&*
Techno
logy*di
ffusion
*Ide
ntify*fa
ctors*
Adopti
on*
GFirm*s
ize*
Quanti
tative*
US,*SM
Es,*
Firms*a
re*at*di
fferent
*
*
Kshetr
i,*
2004)*
(Coope
r*and*Z
mud,*
1990)* * ICT*ado
ption*
(Lefebv
re*199
6)*
that*im
pact*
SMEs* involve
ment*
with*th
e*
interne
t.*
GSelf*ef
ficacy*
GPrior*t
echnol
ogy*
use* GPast*m
edia*us
e*
GComp
etitive*
pressu
re*
survey
*
* *
Differe
nt*
industr
ies,*
* Owner
s/man
ager
s* * N=45**
(45/40
0)*
stages*
of*adop
tion.*
* GPrior*t
echnol
ogy*use
*
(+)* GFirm*s
ize*(+)*
(ownin
g*a*
websit
e)*
GPrior*u
se*of*m
arketin
g*
media*
(G)*
*
(Legris
,*
Ingham
,*&*
Collere
tte,*
2003)*
TAM*
Techno
logy*
accepta
nce*
model*
Usage*
GExtern
al*varia
bles*
GPercei
ved*
usefuln
ess*
GPercei
ved*eas
e*of*
use* GAttitu
des*tow
ards*
using*a
nd*beh
avioral
*
intenti
on*use
.*
MetaGa
nalysis
*
*
TAM*re
search
,*
1980G2
001*
inlcude
d:*
* MIS*Qu
arterly
,*
Decisio
n*scien
ce*
Manag
ement*
science
*
Journa
l*of*
manag
ement*
IS*
IS*Rese
arch*
Inorma
tion*
manag
ement*
80*arti
cles.*
Article
*includ
e*summ
ary*
of*rese
arch*fin
dings*o
f*
21*rese
arches
.*
* TAM*h
as*evol
ved*ov
er*
time.* * Results
*are*mo
stly*
conver
gent,*b
ut*in*so
m*
situatio
ns*they
*are*
conflic
ting.*
* TAM2*
fixes*th
is*
proble
m.*
Three*l
imits*to
*TAM:*
G R
eserach
er*
use* studen
ts*
instead
*of*
busine
ss*
enviro
nme
nt.* G T
ype*of* applica
tion
s*tested
*on.*
G Se
lfG reporte
d*
use*by* sample
.*
(Warre
n,*
2002)*
ICT*ado
ption*
* DOI,*Ro
gers*
Adopti
on*of*
basic*in
ternet*
usage,*
email,*
web*by
*farmer
s.*A
doptio
n*usage
*
Variou
s*appli
cation:
*
GUSE*o
f*ICT*
GUse*of
*PC*
GUse*of
*email/
www*
* *
Quanti
tative*
survey
*
UK,*Ea
st/Cen
tral*
Europe
,*
Agricu
ltural,**
* Farmer
s*
* N=177
*
Old*far
mers,*a
nd*no*
educat
ion*are
*likewi
se*
to*be*la
ggards
.*
* Barrier
s:*
GComp
atibilit
y*in*
workd
ay.*(mo
st*
signific
ant)*
GLack*o
f*funds
*
GPercei
ved*cos
ts*
GLack/
old*har
dware*
GPoor*i
nfrastr
ucture
*
GAltern
ative*
commu
nicatio
n*medi
a.*
GLack*o
f*confid
ence*an
d*
skills* G*
*
(Matla
y*&*
Addis,*
2003)*
*
Impact
*that*
higher
*
educat
ion*
institu
tion*ba
sed*
consul
tancy*c
an*
have*u
pon*
adoptio
n*and*
Adopti
on*stag
es*
1. P
relimin
ary*to*
advanc
ed*
consul
ting*
2. A
doptio
n*of*ICT
*
for* commu
nicatio
n*
3. D
evelop
ing*
Qualita
tive*
* Case*st
udies*
* 5*year*
period
*
(1998G
2002)*
UK,*SM
E,*
* Owner
/mana
gers*
* N=60*
Respon
dents*c
ould*be
*
catego
rized*in
t*three
*
types:* * “delaye
rs”,*
Owner
/mane
rgs*lack
ed*
inGdep
th*und
erstand
ing*
*
use*of*e
G
comme
rceG*
websit
es*and*
orderin
g*
facilitie
s*
4. D
evelop
ing*
online* remitta
nce*
capabi
lities*
5. T
esting/
operat
i
onalG*fu
lly*
integra
ted*
system
s.*
of*the*I
CT*and
*eG
comme
rce*ado
ption*
proces
s,*and*o
f*its*ful
l*
econom
ic*
conseq
uences
.s*
* “gazell
ers”*
progre
ssed*qu
icly*
though
*stages
.*(posit
ive*
attitud
es,*sen
se*of*
urgenc
y,*spee
d*of*
implem
entatio
n.*
* “plodd
ers”.*La
ck*of*
confide
nce*in*e
G
comme
rce*and
*doubts
,*
made*s
ome*no
t*contin
ue*
asoptio
n*stage
s.*
* *
(Gemin
o,*
Mackay
,*&*
Reich,*
2006)*
*
Execut
ive*
decisio
n*abou
t*
websit
e*
adoptio
n*
Intent*
to*adop
t*
websit
e*
GPercei
ved*
strateg
ic*
benefit
s*
GInform
ational
*
benefit
s*
GOpera
tional*
benefit
s*
GIntern
al*
pressu
re*
GEkster
nal*
pressu
re*
GComp
uting*
Resour
ces*
GFinanc
ial*
resour
ces*
Quanti
tative*
survey
*
Canada
,*Differ
ent*
produc
tion*
industr
ies,*SM
Es*
* Single* owner
/mana
geme
nt.* * N=89*
Perceiv
ed*stra
tegic*an
d*
inform
ational
*benefi
ts*
(+)* * Perceiv
ed*ope
rationa
l*
benefit
s*(G)*
* Interna
l*press
ure*(++
)*
Extern
al*pres
sure*(G
)*
* Financ
ial*reso
urces*(
G)*
* Summa
rizing*
influen
cers:* 1. P
erceive
d*
benefit
s*
2. P
erceive
d*
pressu
re*
3. O
rganiza
tiona
l*readin
ess.*
Factors
*that*em
erged:*
GPeer*p
ressure
*
GIT*com
petenc
y*in*
CEO* GGener
al*attitu
de*
toward
s*techn
ology*
GRisk*
(Jones,
*
Hecker
,*&*
Hollan
d,*
2003)*
Second
ay*stud
y*
Provid
e*a*
generic
*web*
comme
rce*
adoptio
n*mode
l*
for*SM
E.based
*
on*liter
ature*
review
.*
*
EGcomm
erce*ad
option
*
5*stage
*model
:*
* “Norm
ative*
webGba
sed*
comme
rce*
adoptio
n*
model”
*
Qualita
tive*
* InGdep
th*
intervi
ews*
* Multip
leGcase
*
study*
Tasma
nia,*
Differe
nt*
industr
ies,*SM
E*
* * N=5*
Firms*d
id*not*f
ollow*t
h*
sugges
ted*mo
del*fro
m*
literatu
re.*
* Perceiv
ed*ben
efitsG
influen
ced*ado
ption.*
* “Aware
ness*of
*
*
! *
*
opport
unity”*
was*NO
T*
associa
ted*wit
h*
adoptio
n.*
* Incenti
ves*fro
m*inter
net*
provid
ers*we
re*mor
e*
incenti
ves.*
